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This master‟s thesis focuses on movie-induced tourism and movie-induced tourism related motiva-
tions. The purpose of this study is to identify and gain knowledge of movie-induced tourism moti-
vations of SF-Filmtown‟s visitors. SF-Filmtown is Finland‟s first movie tourism location and it is 
located in Kontiolahti, Eastern Finland. 
 
The main objectives of this study are to find out what general travel motivations affect the tourists‟ 
decision to choose SF-Filmtown as their travel destination, and what kind of tourist segments can 
be distinguished by the identified travel motivations. Also this study seeks to increase knowledge of 
movie-induced tourism motivations. 
 
The study was conducted as exploratory case study, because theory on movie-induced tourism is 
contemporarily quite limited, and very few studies on movie-induced tourism motivations have 
been made previously. Also no earlier studies have been made on SF-Filmtown‟s visitors‟ motiva-
tions. 
 
Quantitative methods were used to analysis the data that was gathered during summer 2010. Princi-
pal component analysis with 30 motivational push variables resulted in a four-factor solution. Re-
ceived principal components were named as following: Control, novelty, relaxation and nostalgia. 
 
By using the four identified principal components, five-cluster solution was created with hierar-
chical and K-means cluster analysis. These clusters were named Controllers, Indifferent, Nostalgia, 
Comfort Seekers and Novelty Seekers. Statistical differences of these segments were observed with 
chi-squared and one-way ANOVA tests. 
 
The results of the study indicate nostalgia and novelty as possible movie-induced tourism motiva-
tions, just as presented in previous research. In SF-Filmikylä‟s case, relaxation and control were 
also identified as travel motivations. The segments created in the study differed from each other 
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Tämä pro gradu -tutkielma käsittelee elokuvamatkailua ja elokuvamatkailuun liittyviä matkailumo-
tivaatioita. Tutkimuksen kohteena olivat SF-Filmikylässä kesällä 2010 vierailleet matkailijat. SF-
Filmikylä on Suomen ensimmäinen elokuvamatkailukohde ja sijaitsee Kontiolahdella.  
Tutkimuksen tavoitteena oli selvittää, mitkä matkailuun liittyvät yleiset motivaatiot ovat vaikutta-
neet matkailijoiden päätökseen vierailla SF-Filmikylässä ja millaisiin segmentteihin matkailijat ja-
kautuvat näiden motivaatioiden perusteella. Tutkimuksella pyritään myös lisäämään elokuvamatkai-
lun motivaatioihin liittyvää tietoa. 
Tämä tutkimus toteutettiin eksploratiivisena tapaustutkimuksena, koska elokuvamatkailuun liittyvää 
aikaisempaa teoriaa on hyvin rajallinen määrä, ja elokuvamatkailun motivaatioihin liittyvää tutki-
musta on tehty vähän. Myöskään SF-Filmikylän matkailijoihin kohdistuvaa motivaatiotutkimusta ei 
ole aikaisemmin toteutettu. 
Kesän 2010 aikana paperilomakkein kerättyjen vastausten analysoinnissa käytettiin kvantitatiivisia 
menetelmiä. Motivaatioiden selvittämiseksi käytettiin aikaisemmista tutkimuksista kerättyjä 30 
työntömotivaatioväittämää, jotka tiivistyivät pääkomponenttianalyysissä neljäksi pääkomponentik-
si: Kontrolli, uutuudenviehätys, mukavuudenhalu ja nostalgia.  
Näiden neljän löydetyn pääkomponentin avulla matkailijat segmentoitiin viiteen eri ryhmään käyt-
tämällä hierarkiallista ja K-keskiarvo klusterianalyysiä. Saadut segmentit nimettiin niihin liittynei-
den pääkomponenttien tärkeyden tai ainutlaatuisuuden mukaan seuraavasti: Kontrollinhaluiset, vä-
linpitämättömät, nostalgia, mukavuudenhaluiset ja uutuuden etsijät. Segmenttien välisiä eroja tar-
kasteltiin khii-neliö testillä ja yksisuuntaisella varianssianalyysillä. 
Mahdollisina elokuvamatkailumotivaatioina aikaisemmissa tutkimuksissa esitettyjen nostalgian ja 
uutuudenviehätyksen lisäksi tässä tutkimuksessa tunnistettiin uusina motivaatioina kontrolli ja mu-
kavuudenhalu. Tutkimuksessa luodut motivaatioperusteiset segmentit eroavat toisistaan motivaati-
oiden ja demografisten muuttujien perusteella, ja niiden hyödyntäminen SF-Filmikylän markki-
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1.1 Background information 
 
Movie-induced tourism is a relatively new subject in the field of tourism studies. The motiva-
tional powers of movies have become ever more interesting. According to a survey done in 
2004, eight out of ten people living in United Kingdom got their vacation destination ideas 
from films, and one in five is planning to travel to the location of their favorite film (Hudson 
& Ritchie 2006). The estimated financial value of film-induced tourism in United Kingdom 
alone is about 1.6 billion pounds (Oxford Economic Forecasting 2005 in Connell & Meyer 
2009). Movies are an important element of popular culture. They impact on many people in a 
short period and movie-going is a major leisure activity throughout the world (Kim & Rich-
ardson 2003, 216). To give an example, how cinema attendance has grown over the years, the 
movie Jaws opened in the United States in 465 screens, and nearly 30 years later The Lord of 
the Rings opened in 10,000 screens worldwide (Hudson & Ritchie 2006, 257). 
 
The popularity and success of The Lord of the Rings movies has increased interest towards 
movie-based tourism (Beeton, 2005). The Lord of the Rings movies positive effect to the 
tourism in New Zealand has been noted on many articles (Macionis 2004; Beeton 2005; Con-
nell 2005; Hudson & Ritchie 2006; Bolan & Williams, 2008; Connell & Meyer 2009; Buch-
mann, Moore & Fisher 2010). Soon after the „The Lord of the Rings‟ movies had been re-
leased, Tourism New Zealand created marketing material that strongly connected the loca-
tions shown in the movies to New Zealand‟s scenery (Croy 2004). The connection between 
„The Lord of the Rings‟ movies and New Zealand is a clear and well-documented example of 
film-induced tourism, but as a phenomenon film-induced tourism has exists around the world 
for some time (Bolan & Williams 2008). Contemporarily most of the movie-induced tourism 
studies have been made in USA, United Kingdom, New Zealand and Australia (Connell & 
Meyer 2009). 
 
One of the closest movie-induced tourism destinations outside Finland is located in Ystad, 
Sweden. Ystad is the hometown of fictional character Kurt Wallander, created by Henning 




in Sweden and have also gained international fame (Dahlström, 2008). Also an UK version of 
Wallander TV-series has been produced starring Kenneth Branagh (British Wallander 2011). 
The popularity and fame of Wallander products is used as a resource for Cineteket, a film 
experience centre that was established in Ystad. Since Ystad is also the shooting place of 
Wallander movies and television series, people can see some of the real props and sets used 
in Wallander movies in Cineteket and Ystad Film Tours arrange walking tours to filming 
locations of Wallander movies (Cineteket 2011). 
 
During recent years, interest on movie-induced tourism has grown in Finland. In 2008, The 
Finnish Lapland Film Commission was established to provide services for movie production 
companies and to promote Lapland as a film location (FLFC 2011). Three Finnish movies, 
Christmas Story (2007), Niko & the Way to the Stars (2008) and Rare Exports: A Christmas 
Tale (2010), have gained international success. Themes and plots of these movies are strong-
ly related to Lapland and Santa Claus. All three movies have been shown in many film festi-
vals around the world and received awards, such as Best in the World Cinema/Christmas Sto-
ry, Sarasota Film Festival 2008 (Snapper Films 2011); Cinekid Lion Awards of the jury and 
audience/ Niko & the Way to the Stars, Cinekid Amsterdam 2008 (SES 2011); Best 
Film/Rare Exports: A Christmas Tale, Sitges Film Festival 2010 (Sitges 2011). 
 
The international success of Finnish movies has also raised awareness of movie-induced tour-
ism as a subject of research. Penttinen (2010) investigated the possibilities of movie-induced 
tourism in Lapland in her master‟s thesis with a literature review. Moisanen‟s (2010) bache-
lor‟s thesis focused on the influence of film on destination image and tourists‟ destination 
selection. 
 
In summer 2009, Finland‟s first movie-induced tourism destination „SF-Filmikylä‟ opened 
for visitors in Kontiolahti, Eastern Finland. SF-Filmikylä works also as a production place for 
movies and television series. SF-Filmikylä has been used in productions such as Karjalan 
Kunnailla TV-series and movies Lieksa!. During the period of September 2009 - January 
2010, Karjalan Kunnailla TV-series was shown on YLE‟s (Finnish Broadcasting Company) 
channel TV2, and it got an average of 750,000 viewers per episode. The episode aired on 
January 6
th
 2010 is in the top 20 of most watched TV-programs on YLE2 in year 2010 with 
861,000 viewers (Finnpanel 2011). SF-Filmtown is owned by Finnish movie director Markku 




duction activities all year round (SF-Filmikylä 2011). In this thesis, „SF-Filmtown‟ will be 
used as English translation for SF-Filmikylä. 
 
The main purpose of movies and television series is not to promote filming locations as tour-
ist destination, but several studies around the world have shown that people are attracted to 
the locations that they have seen in movies or television programs (Riley & Van Doren 1992; 
Tooke & Baker 1996; Riley, Baker & Van Doren 1998; Busby & Klug 2001; Iwashita 2008; 
Im & Chon 2008). However, the motivational reasons for travelling to film locations are still 
largely unexplored. This study focuses on movie-induced tourism and tourists‟ motivations. 
The main objective is to find out, which factors have motivated tourists to visit Finland‟s first 
movie-induced tourism location, SF-Filmtown. Study was made in co-operation with SF-
Filmtown and „Movie and Experience Tourism in North Karelia‟ development project.  
 
1.2 Research Objectives 
 
The objective of this study is to investigate and identify motivational push factors of SF-
Filmtown‟s visitors and create segments on the basis of these motivations. 
The research questions for this study are following: 
 What general travel motivations affect the tourists‟ decision to choose SF-Filmtown 
as their travel destination? 
 What kind of tourist segments can be distinguished by identified travel motivations?  
Also the importance of selected SF-Filmtown pull factors and destination attributes are meas-
ured, and the SF-Filmtown‟s services will be compared to the results from previous year for 
managerial implications. Moreover, this study seeks to gain new knowledge on movie-







1.3 Essential Concepts 
 
Movie-Induced Tourism 
Contemporarily lots of different terms are used for describing movie-induced tourism in sci-
entific articles, such as „Movie-Induced Tourism‟ (Busby & Klug 2001); „Film-Induced 
Tourism (Beeton 2005); „Film Tourism‟ (Hudson & Ritchie 2006); and „Screen Tourism‟ 
(Connell & Meyer 2009). Also Macionis (2004) mentions terms Media Induced Tourism and 
the Media Pilgrim on a Media Pilgrimage. Busby‟s and Klug‟s (2001) definition of movie-
induced tourism is very straightforward and logical: 
“Tourist visits to a destination or attraction as a result of the destination featured on 
the cinema screen, video or television” (Busby & Klug 2001, 316). 
This definition of movie-induced tourism is used in this SF-Filmtown related case study as it 
seems most fitting. In this thesis, terms such as movie-induced tourism, film-induced tourism, 
movie tourism and film tourism are considered as synonymous. Definitions of movie-induced 
tourism are discussed more in chapter 2.1. 
 
Push-Pull Motivations 
Push and pull framework is considered as simple and intuitive approach for explaining the 
motivations of tourist behavior (Dann 1977 in Klenosky 2002). Push factors are seen as relat-
ing to the needs and wants of the tourist that lead to a decision to travel, and pull factors have 
been characterized in terms of the features, attractions or attributes of the destination that 
draw people to choose that destination (Klenosky 2002). 
 
1.4 Essential topic-related studies 
Only a few studies on motivational factors in movie-induced tourism have been made. For 
this study, the article by Macionis (2004) on “Understanding the film-induced tourist” is es-
sential. The ideas and suggestions of movie-induced tourism motivations presented in the 
article are in a central role as this study‟s objective is to identify movie tourism related moti-




rience is limited. Therefore, further research is warranted to identify, characterize and under-
stand both the potential and actual motivations of the film tourist.” 
 
1.5 Structure of the thesis 
 
The first chapter introduces the research subject and describes briefly the main objectives, 
essential definitions and essential topic-related studies for this thesis. 
Second chapter concentrates on the theoretical issues and previous studies related to movie-
induced tourism. Since only a limited amount of studies have been conducted on movie-
induced tourism motivations that are the focus of this study, the purpose of the second chap-
ter is give a wider view of movie-induced tourism by describing the roots and definitions of 
movie-induced tourism and showing some examples of previous studies on the subject. 
Third chapter focuses on the findings on tourist motivation studies and push-pull framework. 
Also the concepts of movie-induced tourism motivations are discussed. The third chapter is 
concluded in research framework. Research methodology, earlier case related studies and 
selected methods for analysis are described in the fourth chapter. 
The phases of analysis and the results of this study have been gathering in to the fifth chapter. 
Summary of the results, evaluation of the study and theoretical and managerial implications 





2 MOVIE-INDUCED TOURISM 
 
2.1 Defining movie-induced tourism 
 
The concept of movie-induced tourism seems to be still in a developing stage. Several defini-
tions of this phenomenon have been used in scientific articles, like „media induced tourism‟, 
„movie-induced tourism‟, „film tourism‟, „film-induced tourism‟, and „screen tourism‟. 
 
Beeton (2005) has listed several forms and characteristics of movie-induced tourism (Table 
1). Beeton‟s (2005) definition of movie-induced tourism takes a very wide approach towards 
the concept and could be considered as “umbrella” definition that attempts to capture as much 
as possible. Considering the relation of SF-Filmtown and Beeton‟s (2005) definition on mov-
ie-induced tourism and, the SF-Filmtown is seen as an on-location movie-induced tourism 
site. The forms of movie-induced tourism that can be applied to it are the following; On-
Location, commercial and mistaken identities. 
  
Connell and Meyer (2009) use a generic term of screen tourism in their study to define mov-
ie-induced tourism. According to Connell and Meyer (2009) screen tourism is “generated by 
TV programmes, video, DVD as well as film, that is, small and big screen productions (but 
not TV programmes designed primarily to promote tourist destinations, such as holiday 
shows)”. 
 
Iwashita (2008) groups „movie-induced tourism‟ (Riley et al. 1998), „film-induced tourism‟ 
(Beeton 2005) and „media-related tourism‟ (Busby & King 2001) into one concept of „popu-
lar media-induced tourism‟ that involves tourist visits to destinations that are popularized as 
tourist destination by popular media such as TV dramas and movies. 
 
Movie-induced tourism has its roots in literary tourism (Busby & King 2001). Literature, 
music and art were the main parts of media before film and television gained popularity dur-
ing the 20
th
 century and gained the most main role in mass media (Beeton 2005). As the tour-
ists of pre-television period were inspired to travel by landscape settings described in books, 
the same reaction is now caused by movies and television programs. While books and movies 
are different types of media, there are similarities on their effects to tourist behavior (Busby 




Table 1: Forms and characteristics of movie tourism 
Form Characteristic 
On-Location  
Movie tourism as primary travel motivator The movie site is an attraction in its own 
right – strong enough to motivate visitation 
Movie tourism as part of a holiday Visiting movie locations (or studios) as an 
activity within a larger holiday 
Movie tourism pilgrimage Visiting sites of movies in order to „pay 
homage‟ to the movie; possible re-
enactments 
Celebrity movie tourism Homes of celebrities; movie locations that 
have taken on celebrity status 
Nostalgic movie tourism Visiting film locations that represent another 
era 
Commercial  
Constructed movie tourism attraction An attraction constructed after the filming 
purely to attract/serve tourists 
Film/Movie tours Tours developed to various movie locations 
Guided tours at specific on-location set Tours of specific sites, often on private land 
Mistaken Identities  
Movie tourism to places where the filming is 
only believed to have taken place 
Movies and TV series that are filmed in one 
place that is created to look like another; of-
ten in other countries for financial reasons; 
known as „runaway productions‟ 
Movie tourism to places where the movie is 
set, but not filmed 
The movies have raised interest in a particu-
lar country, region or place, where the story 
is based, not where it was actually filmed 
Off-Location  
Movie studio tours Industrial tours of working movie studios, 
where the actual filming process can be 
viewed. 
Movie studio theme park Usually adjacent to a studio, specifically built 
for tourism with no actual filming or produc-
tion taking place 
One-off Events  
Movie premieres Particularly those outside traditional sites 
such as Hollywood 
Movie festivals Many cities hold movie festivals that attract 
movie buffs and fans for the event 
Armchair Travels  
TV travel programs The successor to travel guidebooks and writ-
ten travelogues 
Gastronomy programs Many cooking shows take the viewer to vari-
ous places around the world 






Busby and Klug (2001) connect movie-induced tourism to the concept of media-related tour-
ism that involves visits to places celebrated for associations with books, authors, television 
programs and movies. As many movies and television programs have been adapted from 
popular novels, the connection is apparent. As movie-induced tourism is associated with 
places seen on screen, literary tourism is “associated with places celebrated for literary depic-
tions and/or connections with literary figures” (Squire 1996 in Busby & Klug 2001, 319). In 
this sense, literary tourism originates when the popularity of a literary depiction or the stature 
of an author is such that people are drawn to visit the places that the author has wrote about. 
Iwashita (2008) has also stated that movies, television and literature can influence travel pref-
erences and destination selection of individuals by exposing them to the attributes and attrac-
tions of destinations. 
 
Tooke‟s and Baker‟s (1996) study concentrated on effects of motion picture film on tourism 
through material from academic researches, journals and newspapers. As a new idea to the 
concept of movie-induced tourism, in this study they also included television film to side 
with motion picture movies that are presented in movie theaters. The term „television film‟ 
was used as a description for television drama series that is specifically made for television. 
By going through four UK case studies on television film (such as To the Manor Born; By the 
Sword Divided; Middlemarch; and Heartbeat), Tooke and Baker (1996) demonstrated that 
also a television film location attracts visitors as same as does movie location. They also im-
plicate that using national landscapes or urban vistas could be profitable for film companies, 
since the locations seem to have great appeal. 
 
2.2 Findings of movie-induced tourism related case studies 
 
Contemporarily movie-induced tourism as a study subject is largely unexplored. According to 
Macionis (2004), studies on movie-induced tourism have focused on these following themes: 
 Defining the movie tourist activity and product 
 Analyzing specific manifestations of movie tourism 
 Investigating the impacts of movie tourism on host communities 





Amongst the earliest movie-induced tourism studies, Riley and Van Doren (1992) studied 
motion pictures effect on visitation increase (Riley, Baker & Van Doren 1998). In their study 
they likened major motion pictures as “hallmark events”, a concept which was defined by 
Ritchie as: 
“Major one-time or recurring events of limited duration developed to primarily en-
hance the awareness, appeal, and profitability of a destination in the short and/or long 
term. These events rely for their success on uniqueness, status or timely significance 
to create interest and attract attention”. (Ritchie 1984 in Riley, Baker & Van Doren 
1998, 922) 
 
Riley and Van Doren‟s (1992) study showed that major motion pictures met Ritchie‟s defini-
tion of hallmark events with one exception. As hallmark events major intent is to tempt peo-
ple to visit locations, this is not the main purpose of movie production. Still, major motion 
pictures enhanced the awareness, appeal and profitability of locations (Riley, Baker & Van 
Doren 1998, 922). Motion pictures had limited duration, depending on viewing time and days 
at cinematic venues. However, motion pictures can be seen as recurrent events as for the pos-
sibility of re-release on different mediums, such as cinemas, videos and television. Like hall-
mark events, the successful films relied on their uniqueness, status and timely significance to 
separate themselves from other productions. 
 
Riley and Van Doren (1992) suggested that motion pictures had several advantages over 
hallmark events. Motion pictures have longer periods of location exposure when compared to 
the advertising and promotion of hallmark and location. Movie storylines bring involvement 
and identification with locations which allow greater personal meaning to the viewers. Loca-
tion images are more enhanced in movies through the use of special effects, movie stars, and 
camera angles. As movies are considered to be a universally popular medium, they enhanced 
location awareness by different market segments, and movies are in a role of non-sales form 
of communication that allows discovery of the location as opposed to the hard sell of adver-
tising. (Riley, Baker & Van Doren 1998, 922.) 
 
Riley, Baker and Van Doren (1998) bring up a concept of movie icons. These icons are con-




serves as an “icon” which viewers attach to a location shown in the movie. Word “icon” is 
used because it implies to a movie‟s symbolic content, to a single event, to a favorite per-
former, to a location‟s physical features or to a theme that is popular or compelling. Movie 
icons don‟t have to be visual as the storylines can also be compelling to viewers. 
 
Riley, Baker and Van Doren (1998) provided support for movie-induced tourism as a phe-
nomenon by collecting data for 12 different movie locations in the United States. Based on 
this data, Riley, Baker and Van Doren (1998) suggest that visual media creates anticipation 
and allure that induces people to travel. Storylines, underlying themes, exciting events, spec-
tacular scenery and characters presented in the movie create hallmark events. Through these 
events an exotic world is created that does not actually exist in reality but which people are 
able to recreate by visiting the locations where they filmed (Riley, Baker & Van Doren 1998, 
932). They also note that from these 12 sites, each location‟s appeal to audience is distinct. 
Some locations are attractive because of their physical properties and the other locations just 
happen to be the site where the theme or event took place. In some cases, particular locations 
were not considered to be tourism destinations until they were seen on the screen as Tooke 
and Baker (1996) have suggested. 
 
Busby‟s and Klug‟s (2001) small-scale research was conducted by studying the relation of 
location called Notting Hill in UK and the “eponymous” US movie. Study showed that many 
visitors had a clear picture of the Notting Hill area before the visit. Large amount of the study 
participants knew other locations from television programs and movies, and most of the re-
spondents were planning to visit another movie-induced tourist location in near future. Ma-
jority of two-thirds acknowledged that television programs and movies inspire people to trav-
el into certain areas. 
 
Busby and Klug (2001) specify that when people are seeking sights or sites they‟ve seen on 
movies or television programs, they are considered to become movie-induced tourists. From 
the view of motivational factors, movies are effective as tourist-inducing attractions in be-
coming so called „pull‟ factors situated in „push‟ locations. Busby and Klug (2001, 325) sug-
gest that the impact of media-related tourism can be readily measured when it relates to a 
small settlement or sparsely populated area, but for larger cities the situation is quite different 
because tourists are likely to visit for a several of reasons and the influence of a movie can 





Busby and Klug (2001) point out that there are several forms and characteristics of movie 
tourism. Movie tourism may be part of a main holiday or may occur as the sole and main 
purpose out of special interest. It may occur for reasons of pilgrimage, escape and nostalgia 
or a part of the romantic gaze. A film location may be an attraction in its own right, or movie 
tourism may take place where the filming is only believed to have taken place. 
 
As for further conclusion, Busby and Klug (2001) emphasize that more research in the field 
of movie-induced tourism is needed, especially what comes to psychological and behavioral 
aspects. Rural areas would be more suitable for measuring movie-induced tourism influence 
because cities and towns will always attract visitors for a range of motivations (Busby & 
Klug 2001, 329). 
 
Kim‟s and Richardson‟s (2003) study focuses on specific motion picture‟s effect on cognitive 
and affective images of the place that movie depicts. Study was conducted in an experimental 
design approach, where a specific movie was shown to an audience that had not seen the 
movie or visited the location depicted in the movie before. Through movies and television 
programs, people are influenced and exposed to constructed images. The power of these con-
structed images is likely to dominate over the objective reality, or as Morgan and Pritchard 
(1998) put it: “in some cases, depiction on television may even alter the reality of a place and 
television shows have been catalysts for the reaction of places as living environments and 
tourism sites” (Kim & Richardson 2003, 219).  
 
Busby and Klug (2001) have also noted that through movies physical place is replaced by an 
image of place which is no less real, while phenomenon of sense or spirit of place highlights 
the experiential nature of the individual‟s engagement. The line between imagined worlds 
and real-life experience becomes blurry (Busby & Klug 2001, 322). It can be said that visi-
tors are not attracted to a real experience, but will rather consume the mythology created by 
the interplay of fictional and environmental setting (Connell 2009, 764). Motion pictures 
have been one of the major vehicles to construct and transfer meaning, often of places with 
which people do not have first-hand experience (Kim & Richardson 2003, 219-220).  
 
According to Kim and Richardson (2003) cinematic literature suggests that people can expe-




drama can engage the viewer‟s imagination and feeling of empathy. Movies can create im-
merse situations where audience reacts to the actors as if they were real persons. The level of 
empathic involvement with film characters can affect the perceptions viewers have of the 
place that is depicted in the film (Kim & Richardson 2003, 221-222). 
 
As the results, Kim and Richardson (2003) note that the movie presented to the selected audi-
ence, affected some of the destination image components and interest in visiting the location 
depicted. However, the level of empathic involvement with the film characters was not sig-
nificantly associated with either measured component (cognitive or affective) of destination 
image or with familiarity. Also the movie did not enhance the degree of familiarity with the 
destination portrayed in it (Kim & Richardson 2003, 231). Study provides some evidence that 
a popular movie could significantly influence destination image. A motion picture can be an 
effective tool to change images of a place and affect the viewers‟ interest in visiting the place. 
Kim and Richardson also suggest that different types of movies would attract different audi-
ence segments. Through identifying symbols and analyzing the content of the movie destina-
tion marketers could predict which type of audience the movie could attract. 
 
Hudson and Ritchie (2006) have gathered the ideas from earlier movie-induced tourism stud-
ies into a single framework (Figure 1). This framework‟s purpose is to show what concepts 
has been discovered in the field of film-induced tourism and help to understand their connec-
tions. In the middle of this framework is shown the push-pull motivations that are affecting 
film tourist. These motivations are formed from marketing activities, film-specific factors and 
destination attributes. As film tourists visit film-specific locations, they have an impact to the 
destination. This impact might affect and change the current destination attributes and in this 
way change the motivations for next potential film tourists.  
 
In this case study, Hudson and Ritchie focused on tourism impacts on the Island of Cephalo-
nia in Greece, which was the filming location for movie Captain Corelli‟s Mandolin. They 
noted that the film tourists to Cephalonia were likely to be specific film tourists as Macionis 
(2004) has categorized, and they are motivated by pull factors, such as place, personality and 
performance. These pull factors are suggests to be film-related (Macionis 2004) and are dis-




the most powerful pull factor. In the film, Cephalonia was represented as an exotic, seaside 
resort and this created a desire to visit the island among the viewers. 
 
Figure 1: Framework for understanding film tourism (Adopted from Hudson & Ritchie, 
2006) 
 
Hudson and Ritchie (2006) state that in the case of Captain Corelli‟s Mandolin, favorable 
destination impression was given through idyllic or extraordinary landscape qualities, a 
unique social and cultural vantage point, and/or an image that tourists identify with and wish 
to explore, as Riley and Van Doren (1992) had previously suggested. There is an impact on 
destination image if a location plays significant part in the film. Also in this case, tourism 
visitation increased notably over the two-year period after release of the film, even though the 
film was considered to be a box office failure. This suggests that movie tourism is not neces-




3 TRAVEL AND TOURISM MOTIVATIONS 
 
3.1 Push and pull motivations in tourism 
 
According to Baloglu and Uysal (1996), most discussions in the tourist motivation literature 
are mostly related to the concept of “push” and “pull” factors. This concept is based on a the-
ory that people travel because they are pushed and pulled by “forces” to do so. The “forces” 
describe how individuals are “pushed” by motivational variables into making a travel deci-
sion and how the destination area is “pulling” the individual. Traditionally it has been thought 
that the push motivations explain the desire for travel and the pull motivations explain the 
actually destination choice (Crompton 1979). Klenosky (2002) specifies that push and pull 
factors have been characterized as relating to two separate decisions made at two separate 
points in time: one focusing on whether to go, and the other on where to go. On a basis of 
literature review done by Baloglu and Uysal (1996), they note that it is accepted that motiva-
tion is multidimensional. “Tourists seek to satisfy not one single need but a number of dis-
tinct needs simultaneously. Tourists are not motivated by the individual qualities of the desti-
nation. They want to experience more than one attribute in a destination.” 
Crompton (1979) identified empirically nine motivations of pleasure vacationers which affect 
to the selection of a destination. He also developed a conceptual framework that would inte-
grate such motivations. According to Bansal and Eiselt (2003), Crompton‟s push-pull model 
has been accepted by most authors. The motivations found by Crompton were classified as 
socio-psychological: escape from a perceived mundane environment, exploration and evalua-
tion of self, relaxation, prestige, regression, enhancement of kinship relationships, and facili-
tation of social interaction. From the two remaining motivations, novelty and education, al-
ternate “cultural” category was formed. In his study, the pull category of motivations was 
termed “cultural”. This approach to examining motivation implies that the destination then 
can have some influence on vacation behavior. Crompton (1979) states that push factors 
“may be useful not only in explaining the initial arousal, energizing, or „push‟ to take a vaca-
tion, but may also have directive potential to direct the tourist toward a particular destina-
tion”. 
 
Although push-pull factors have been viewed as two different factors, several researchers 




For example, it has been suggested that people travel because they are pushed by their own 
internal forces and simultaneously pulled by the external forces of the destination and its at-
tributes (Cha, McCleary & Uysal 1995 in Klenosky 2000). 
 
Iso-Ahola (1982, 1989; in Kim, Lee & Klenosky 2002) suggested that it is a central basis in 
tourist behavior study to identify motivational factors that are the reasons for and direction of 
behavior. He presented two basic motivational dimensions of leisure or tourism behavior, 
escaping and seeking, which simultaneously influence people‟s leisure behavior. For exam-
ple, a tourist may want to make a trip to escape from his/her personal or interpersonal envi-
ronment and to seek out psychological rewards in the personal or interpersonal dimensions. 
Baloglu and Uysal (1996) note that it can be inferred that it is “not only reasonable but also 
possible and useful to explore and examine the reciprocal interaction between the push and 
pull items of motivation in the same context”. 
 
Several studies have been made in the field of tourism to find out the reasons why people 
want to travel (Otto & Richie 1996; Williams & Soutar 2000; Tapachai & Waryszak 2000; 
Duman & Mattila 2003; Pearce & Lee 2005; Kemperman & Timmermans 2006; Molera & 
Alabadejo 2007; Park & Yoon 2009).   
 
Otto and Richie (1996) viewed tourism as a service and conducted their research by using 
factor analysis with 56 motivational items to identify motivational factors of a service experi-
ence. Examination was limited to three different service sectors: airlines, hotels and tours and 
attractions. Following factors were discovered as results: hedonics, peace of mind, involve-
ment and recognition.  
 
Williams and Soutar (2000) identified several value types that tourists‟ appreciate and what 
are likely to play a key role in consumer behavior and decision making. By using consump-
tion value model of Sheth, Newman and Gross (1991) and by utilizing a qualitative method, 
functional value, emotional value, social value and epistemic value were identified in the 
study. Tapachai and Waryszak (2000) supported these findings in their study by using the 
same model. Duman‟s and Mattila‟s (2003) study on cruise vacation confirmed control, he-





The purpose of Pearce‟s and Lee‟s (2005) study was to identify a broad range of travel mo-
tive items for pleasure travel in general and chart the underlying factors defining travel moti-
vations. The most important factors to all travelers were escape/relax, novelty, relationship 
and self-development. Stimulation, personal development, self-actualization, security, nostal-
gia, romance and recognition were also discovered as push factors among the participants.  
 
Kemperman and Timmermans (2006) explored the benefits gotten from park visits. Study 
showed that people wanted to visit parks to enjoy nature, to have family fun, be in a pleasant 
environment. Also parks accessibility and possibility for practice sports were affecting park 
visits. 
 
Molera and Albaladejo (2006) investigated rural tourism in South-Eastern Spain by segment-
ing tourists through different benefits they sought from their holiday in rural establishments. 
Nature and peacefulness, physical and cultural activities, family, trip features and rural life 
were identified as leading reasons for travelling to rural area. Park and Yoon (2009) collected 
data from rural tourists who visited rural tourism villages in Korea. Factor analysis was used 
to reduce 24 motivational items into 6 factors that are following: Relaxation, socialization, 
learning, family togetherness, novelty and excitement. Previously mentioned studies and 
















Table 2: Summary of a few empirical studies examining push factors and benefits of travel 
and tourism 
Researchers Research Approach Used Push Factors Identified 
Otto & Richie (1996) Factor analysis of 56 
motivational/push items 
Hedonics, peace of mind, 
involvement, recognition 
Williams & Soutar (2000) Exploratory qualitative 
research 
Functional value, emotional 
value, social value, epistemic 
value 
Tapachai & Waryszak (2000) Content analysis and 
frequency analysis 
Functional value, emotional 
value, social value, epistemic 
value, conditional value 
Duman & Mattila (2003) Structural Equation Mo-
deling 
Control, hedonics, novelty 





tionship, autonomy, nature, 
self-development, stimula-
tion, security, self-actualize, 
isolation, nostalgia, romance, 
recognition 
Kemperman & Timmermans (2006) Factor analysis Enjoying nature, family fun, 
pleasant environment, acces-
sibility, sporting 
Molera & Albaladejo (2006) Factor and cluster anayl-
sis 
Nature and peacefulness, 
physical and cultural activi-
ties, family, trip features, 
rural life 
Park & Yoon (2009) Principal component 




ness, novelty, excitement 
 
 
3.2 Motivations in movie-induced tourism 
 
Article by Macionis (2004) focuses on the motivational issues of movie-induced tourism. In 
this paper, a framework of different categories of movie tourists and their possible motiva-
tions for travelling to movie-induced tourism location is inducted from earlier scientific lit-
erature. The purpose of this new conceptual approach is to lead to understanding the potential 




behavior and popular media is becoming more crucial as movie-induced tourism‟s popularity 
is raising and destination locations are searching the ways to differentiate themselves (Mac-
ionis 2004, 86). 
 
Model in Figure 2 presents a continuum of movie-induced motivation. There are three 
categories that present a different type of film tourist with different kinds of motivations. 
„Serendipitous film tourist‟ can be seen as a person who just happens to be visiting a movie 
tourism location or is visiting a film tourism site with family or friends whom are more 
interested of the site than he/she is. Serendipitous film tourist‟s presence is not related to film 
or media portrayal, and they may or may not participate in film tourism activities. „General 
film tourist‟ is more strongly motivated by the novelty of visiting a film tourism site. They 
are not specifically drawn to a film location, but they will participate in film tourism activities 
during their visit. „Specific film tourist‟ is actively seeking locations presented in films. 
 
 
Figure 2: Continuum of movie-induced motivation (adopted from Macionis, 2004) 
 
Motivations presented in the framework are so called „Push‟ factors. In the push-pull frame-




that lead to the decision to take a vacation (Klenosky, 2002). It has been argued that the push 
and pull factors of motivation also present an appropriate theoretical framework to be used in 
movie-induced tourism researches (Macionis 2004, 96). In the continuum of movie-induced 
motivation, Macionis (2004) suggests following push factors for different film tourist catego-
ries: Social interaction and novelty for serendipitous film tourists; Escape, novelty, education 
and nostalgia for general film tourists; and ego-enhancement, self-actualization, pilgrimage, 
self-identity, vicarious experience, fantasy, status/prestige, romance and nostalgia for specific 
film tourist. In the continuum going from serendipitous film tourist to the specific film tour-
ist, the interest in movie, self-actualization motivations and importance of push factors are 
increasing, and the importance of authenticity is decreasing. This means that for serendipitous 
film tourist the place‟s authenticity is more important than to film specific tourist. Specific 
film tourist has more interest in film. He has self-actualization motivations for travelling to 
film-induced tourism site, and is motivated by more varied push factors than serendipitous 
film tourist. 
 
Macionis (2004) suggests that there are likely to be a range of motivations among individual 
tourists visiting a specific film site. It is proposed that a distinction will be made between the 
three concepts of Place, Performance and Personality, and whether different or distinct moti-
vations drive travel behavior. These three concepts can be categorized in this way:  
 Place: location, scenery, destination attributes;  
 Performance: storylines or plot, themes, genres; and  






Figure 3: Push and Pull Motivation in Film Induced Tourism (Macionis, 2004) 
 
Macionis (2004) argues that this could prove a useful categorization for investigating film 
tourism motivations, because it will highlight the specific media representations and attrib-
utes that are important to movie tourists. Place involves film location attributes, such as spec-
tacular scenery or unique landscapes that are identifiable and attractive to audience. Perfor-
mance as a pull factor is based on storyline, plot or a thematic element of film. Idea behind 
this is that people are not only drawn to the places depicted in films, but they may also be 
drawn to particular stories and genres, and the experiences of the people in the film. It is said 
that some people make very strong connections with the performance aspects of film and 
want to travel to the physical place where the action has taken place. The third possible pull 
factor in movie-induced tourism presented in this framework is personality. This factor is 
related to view that individuals want to travel to a film location that has showcased a favorite 
film star or other personality. Movie stars, actors and celebrities are very powerful elements 
of mass media and this has been recognized in the public relations, advertising and celebrity 
endorsement literature. Some evidence that these pull factors exists in film-induced tourism 
has been presented by Hudson and Ritchie (2006). 
 
It is anticipated that there are a range of possible motivations that come into play, when push 
factors of movie-induced tourism are investigated. Macionis (2004) argues that such push 
factors might include; ego-enhancement; fantasy or escape; status/prestige; search for self-
identity; or vicarious experience. These push factors can often be strongly related to the pull 
factors previously discussed. As an example, Macionis (2004) mentions “search for self-




Tourists may be drawn to movie sites for more personal motivations, for example reliving 
nostalgic memories from childhood. 
 
3.3 Research framework 
 
Theoretically this research concentrates on movie-induced tourism and travellers‟ motiva-
tions. According to concept of movie tourism (Busby & King 2001), visitation to movie-
induced tourism location can be associated as a part of a main holiday, and it is likely that 
non-local travellers also visit other destinations during the trip. Therefore, it can be argued 
that general travel motivations can be applied as motivations for movie-induced tourism des-
tination. As SF-Filmtown is considered as a movie-induced tourist location, the visitors of 
SF-Filmtown are considered as movie-induced tourists. Push factors used in this study are 
seen as general travel motivations, and pull factors are destination specific and acquired part-
ly from preliminary case related studies. Since this study is conducted as exploratory case 









4 RESEARCH METHODOLOGY AND DATA COLLECTION 
4.1 Methodological approach 
 
This research is conducted as an exploratory, intrinsic case study.  Intrinsic case study is con-
centrating to a particular case and the researcher has an intrinsic interest towards it (Stake 
1994, 4). An exploratory case study takes an inductive approach to the case at hand. Usually 
in an exploratory case study, there is a series of case studies. The first case study is purely 
inductive, starting from no theoretical position, and the data collection and analysis in the 
next case study are informed by some of the concepts found in the first study (Gray 2009, 
249).  
A case study is an empirical inquiry that investigates a contemporary phenomenon within its 
real-life context, especially in cases when the limits between phenomenon and context are not 
clear (Yin 2003, 13). Cases are described accurately and as much in detail as possible, but the 
objective of these describing methods is not necessarily to find connection between phenom-
enon‟s, hypothesis testing or making predictions (Hirsjärvi et al., 2004, 125-126). A case 
study is usually used in situations, where the studied phenomenon is new or there is only little 
information about it (Eisenhardt 1989 in Hudson & Ritchie 2009). According to Connell and 
Meyer (2009), most of the researches done on movie-induced tourism have been conducted 
as case studies. 
 
In this exploratory case study, quantitative methods were used to identify motivations and 
segment SF-Filmtown‟s visitors based on their motivations. 
 
4.2 Results of preliminary case related surveys 
 
Two preliminary studies related to SF-Filmtown were made before this study. First study was 
done by SF-Filmtown‟s staff members during summer 2009, and its data is partly used in this 
study as a secondary data for comparison. During the summer period 612 visitors responded 
to the survey. For 58.3% of visitors the Karjalan Kunnailla TV-series was the only reason for 
visiting SF-Filmtown, 34.1% answered that it was part reason for the visit and for 7.6% it 
was not a reason for the visit. This indicates that Karjalan Kunnailla TV-series has largely 




to evaluate the importance of variables, such as „Interest towards movie and TV-series pro-
duction‟, „Karjalan Kunnailla TV-series‟, „Markku Pölönen‟s productions‟ and „Possibility to 
see actors from Karjalan Kunnailla TV-series‟. Evaluation was done with 5-point Likert scale 
(1 is „not at all important‟ and 5 is „very important‟). The most important variable ranked by 
mean value was „Interest towards movie and TV-series production‟ (mean = 4.47). Second 
most important was Karjalan Kunnailla TV-series (mean = 4.4), followed by „Markku Pöl-
önen‟s productions‟ (mean 4.09) and „possibility to see actors of Karjalan Kunnailla‟ (mean = 
3.78). 
The second small scale study was done during „Matka 2010‟ travel exhibition in January 
2010 in Helsinki. The study concentrated on finding out how well-known SF-Filmtown is 
among Finnish people and what kind of things is known about SF-Filmtown. From 321 sur-
vey participants, 131 (40.8%) responded that they know and had heard the name of SF-
Filmtown. 11.5% of those who had said that they know about SF-Filmtown, gave information 
that was incorrect or not related to SF-Filmtown. The most known things about SF-Filmtown 
were its relation and connection to Markku Pölönen (movie director and owner of SF-
Filmtown) (40.5%); SF-Filmtown‟s location in North Karelia (31.3%); SF-Filmtown is con-
nected to Karjalan Kunnailla TV-series (29%); SF-Filmtown is place for movie and television 
series production (16%). 
 
4.3 Collection of research primary data 
 
Primary data for this study was collected with a survey questionnaire (appendix 1), that was 
created and modified based on SF-Filmtown‟s survey questionnaire from year 2009. Ques-
tionnaire was available in SF-Filmtown during the summer season of 2010 from mid-June to 
the end of August for all visitors, who could voluntarily take part to the survey.  
In the questionnaire, questions 1-3 collect information on respondents‟ visitation details, such 
as if the respondent is visiting SF-Filmtown the first time, with whom he/she has arrived to 
SF-Filmtown and by which mean he/she has arrived. These questions were used in the previ-
ous SF-Filmtown‟s survey. Purpose of question 4 is to find out if the respondent has previ-
ously visited a movie or TV program related destination. The section on push factors (ques-




These motivational items are considered to be general travel motivations for people to visit a 
certain destination. 28 of these motivational variables have been previously used in a study 
focused on motivations of rural wellbeing tourism (Pesonen & Komppula 2010). From 
Pearce‟s and Lee‟s (2005) study, two variables related to nostalgia were added as Macionis‟ 
(2004) has suggested nostalgia to be a possible movie-induced tourism motivation. In ques-
tion 6, the importance of selected SF-Filmtown‟s destination attributes are asked. These des-
tination attributes include movie tourism, place and information related items. Question 7 
measures the level of services, surroundings and atmosphere. Question 8 is pointed for travel-
lers arriving to SF-Filmtown outside North Karelia. The purpose of this question is to find out 
how important SF-Filmtown and other factors related to North Karelia area have been for 
these non-local visitors. The section of demographic variables (questions 9 - 14) includes 
respondent‟s gender, year of birth, residential region, marital status, education and occupa-
tion.  
 
4.4 Overall view on analysis phases 
 
All data from 838 collected questionnaires were transferred manually onto a computer for 
analysis. Variables describing the data, such as demographic characteristics and information 
about visitation, were observed to get an overall view of material. Principal component anal-
ysis with varimax rotation was used for data analysis on motivational push variables. The 
objective of principal component analysis is to reduce the original list of motivational items 
to a smaller number of underlying dimensions. After the principal component analysis was 
completed, cluster analyses were performed to group these dimensions into a number of clus-
ters. According to Frochot & Morrison (2001) this type of method combination is common 
for motivational and marketing studies and is largely used especially in benefit segmentation 
studies. 
 
Hierarchical cluster analysis was used to find the suitable amount of clusters, and K-cluster 
analysis was used for segmenting. Combination of hierarchical and K-means cluster analyses 
has been previously used in tourist segmentation (e.g. Frochot & Morrison 2001; Pearce & 
Lee 2005; Konu, Laukkanen & Komppula 2010). Statistically significant differences between 
groups on demographics were inspected with chi-squared (  ) test. One way ANOVA-test 
was utilized for inspection of differences in mean values between groups. The statistical dif-




SPSS® Statistics (version 19), a statistical software was chosen for analysis for its capabili-
ties to perform all of the chosen operations. 
 
4.5 Research Methodology 
4.5.1 Principal Component Analysis 
 
Principal component analysis is a multivariate statistical method that identifies the underlying 
structure in a data matrix which would be otherwise too complex to be discovered (Frochot & 
Morrison 2001). Basically principal component analysis is a data reduction method that takes 
many variables and explains them with a few “factors” or “components”, depending on which 
technique is used: factors in factor analysis (FA) and components in principal components 
analysis (PCA). The difference between these two techniques is how they analyze the vari-
ance in a set of variables (Nummenmaa 2004, 344). Principal components analysis works 
with total variance and factor analysis focuses on the common variance. Principal component 
analyses are commonly executed with statistical analysis software. The program calculates 
the loading of each variable with each component and eigenvalues for each component. Ei-
genvalues are the sum of the squares of the loadings of all variables being analyzed for each 
component (Nummenmaa 2004, 339). Components explanatory power is calculated by divid-
ing the component‟s eigenvalue by the total number of components (Frochot & Morrison 
2001, 33). 
 
In principal component analysis, a decision of rotation method must be made. Reason for 
factor rotation is to make the factors easier to interpret. Rotation methods have been divided 
into two main types: orthogonal rotation and oblique rotation (Nummenmaa 2004, 346). In 
orthogonal rotation, the components are not correlated and in an oblique rotation they are 
correlated. After rotation procedure, components are named or labeled based upon which 
variables have the highest loadings on each component. Good components make sense, are 







4.5.2 Cluster Analysis 
 
Cluster analysis is a generic name for a variety of mathematical methods that can be used to 
find out which objects in a set are similar (Romesburg 1984, 2). More specifically, a cluster-
ing method is a multivariate statistical procedure that starts with a data set containing infor-
mation about a sample of items and attempts to reorganize them into relatively homogeneous 
groups (Aldenderfer & Blashfield 1984, 7). 
According to Aldenderfer and Blashfield (1984, 9), most of the varied uses of cluster analysis 
can be gathered under four principal goals: 
1. Development of a typology or classification 
2. Investigation of useful conceptual schemes for grouping entities 
3. Hypothesis generation through data exploration 
4. Hypothesis testing or the attempt to determine if types defined through other proce-
dures are in fact present in a data set 
Cluster analysis has become a common tool for the marketing researcher. Both academic re-
searcher and the marketing applications researcher rely on the technique for developing em-
pirical groupings of persons, products, or occasions which may serve as the basis for further 
analysis (Zhao & He 2009). Using cluster analysis in marketing research makes sense, if the 
material used consists of a big group of individuals or cases. 
 
4.5.3 Chi-squared test, analysis of variance and independent samples t-test 
 
The chi-squared (  ) tests are used to analyze sets of frequencies (Currell & Downman 2009, 
331). These tests express if an observed distribution of frequencies has occurred purely by 
chance or if an underlying factor has caused a deviation from an expected distribution. The 
most common   -test is a contingency table, which is created by cross tabulation. With the 
contingency table, two categorical variables can be tested for homogeneity and independence 
(Freund & Wilson 2002, 564-565). 
 
Analysis of variance (ANOVA) test is used to search for possible differences of mean values 




used to identify possible factors that cause variations in the sample data values. One-way 
ANOVA test utilizes F-test to test if the overall variance of all samples is greater than the 
observed variance in each sample. The result of F-test tells if there is a significant difference 
between samples. (Currell & Dowman 2009, 279.) 
 
Independent samples t-test searches for differences in mean value between given samples. 
Statistics softwares can calculate the probability (p-value) for one-way ANOVA and inde-
pendent samples t-test. P-value is used for hypothesis testing and finding statistically signifi-
cant difference.  
In hypothesis testing, decision process starts with assumption that the set null hypothesis is 
true. The received p-value should be compared with significance level (marked as α), which 
tells the largest probability of error, when choosing proposed hypothesis. Usually in most 
scientific research, significance level is set as α = 0.05. (Currell & Dowman 2009, 252-253.) 
So, for example, received p-value is p = 0.04 and α = 0.05. This leads to situation where null 
hypothesis (e.g. values are same) is abandoned, because p < α. As α = 0.05, the confidence 






5 RESEARCH RESULTS 
 
5.1 Demographics characteristics from the entire data set 
 
The demographic characteristics from all gathered data are shown in Table 3. Demographic 
characteristics describe what kind of group is formed from the respondents. Most of the re-
spondents are females (68.9 %) and the largest age groups are 45-54 (25.1%) and 55-65 
(23.3%) years old. By occupation, the biggest groups in the data set are clerks (24.9 %), 
workers (22.6 %) and retired (21.5 %). On the educational level, respondents are quite evenly 
divided between vocational school (21.2 %), comprehensive school (20.2 %), free education 
(16.7%) and academics (16.2 %). By marital status, the respondents are generally married 
and have a family (45.3 %) or are in a relationship (30.7 %). At this point, respondents‟ resi-
dential regions were combined to the level of providences. Over half of the respondents live 





Table 3: Demographic characteristics in entire data set 
 
 Frequency (%)     Frequency (%) 
Gender 
   
Education 
  
Male 225 26.8 
 
Comprehensive 
school 168 20.2 
Female 577 68.9 
 
Vocational school 178 21.2 
Missing 36 4.3 
 
Upper secondary 
school 57 6.8 
    




Polytechnic 95 11.3 
15-17 46 5.5 
 
Academic 136 16.2 
18-24 37 4.4 
 
Other 6 0.7 
25-34 81 9.7 
 
Missing 58 6.9 
35-44 125 14.9 
 
   45-54 210 25.1 
 
Marital Status 
  55-65 195 23.3 
 
Single 156 18.6 
Over 65 100 11.9 
 
In a relationship 257 30.7 
Missing 44 5.3 
 
Married (with family) 380 45.3 
    
Missing 45 5.4 
Occupation 
      Managerial Position 55 6.6 
 
Residental Province 
  Clerk 209 24.9 
 
Southern Finland 199 23.7 
Worker 189 22.6 
 
Western Finland 112 13.4 
Entrepreneur 52 6.2 
 
Eastern Finland 447 53.3 
Retired 180 21.5 
 
Oulu 20 2.4 
Unemployed 13 1.6 
 
Lapland 18 2.1 
Student 69 8.2 
 
Missing 42 5.0 
Other 19 2.3 
    Missing 52 6.2 
           
 Number of respondents N = 838          
 
5.2 Information about visitation 
 
Table 4 contains information about visitation. During summer 2010 most of the visitors were 
visiting SF-Filmtown for the first time. 63.6% of visitors visited SF-Filmtown with family 
and/or relatives, and 21.5% visited SF-Filmtown with friends. The most popular way of 
transportation was car. 125 people had visited movie or television program location before, 
but it‟s worth noting that 74 people had visited SF-Filmtown before. Closer inspection of data 




program related location. Main difference between responses of year 2009 and year 2010 
seems to be the increase of tourists whom have arrived to SF-Filmtown with a tourist group. 
Table 4: Information about visitation 
 
Year 2010 Year 2009 
First visit to SF-Filmtown 
     Yes 762 90.9 % 
 
577 94.3 % 
No 74 8.8 % 
 
31 5.1 % 
Missing 2 0.2 % 
 
4 0.7 % 
      Visited SF-Filmtown  
     Alone 20 2.4 % 
 
23 3.8 % 
With family/relatives 533 63.6 % 
 
455 74.3 % 
With friends 180 21.5 % 
 
133 21.7 % 
With tourist group 77 9.2 % 
 
13 2.1 % 
Missing 28 
    
      Arrived to SF-Filmtown by 
     Car 716 85.4 % 
 
578 94.4 % 
Local Bus 2 0.2 % 
 
0 0.0 % 
Tourist Bus 78 9.3 % 
 
14 2.3 % 
Some other way 38 4.5 % 
 
16 2.6 % 
Missing 4 0.5 % 
 
4 0.7 % 
      Visited movie or television pro-
gram location before 
     Yes 125 14.9 % 
   No 705 84.1 % 
   Missing 8 1.0 % 
   
       Number of respondents N = 838   N = 612 
 
5.3 Principal component analysis 
 
This study is conducted in exploratory way, and therefore all phases of principal component 
analysis and cluster analysis are described in detail, so reader can follow the researcher‟s way 
of thoughts. Selections on choosing variables for components and the extractions of certain 
components are made by researcher‟s subjective decision. Events of the analysis were rec-
orded in chronological order. There are no previous studies of motivations of SF-Filmtown‟s 





Before running principal component analysis (PCA), the data needed to be prepared for anal-
ysis. Data exploration indicated that a lot of responses had missing values, especially on mo-
tivational push variable section (question 5). PCA is known to fail at processing missing val-
ues (Stanimirova et al. 2007), but with statistical computer programs like IBM® SPSS® Sta-
tistics, it is possible to replace missing values with the corresponding column‟s or row‟s 
mean. However, this kind of replacement action could lead to distortion of the data and there-
fore to improper conclusions. The decision was made to discard cases with missing or erro-
neous values in push variable section before the principal component analysis (PCA) was 
conducted. Also cases that clearly showed random answering or responses were the same for 
all questions were discarded, because this type of responses would distort the results and 
cause improper conclusions. 
 
Table 5: Demographic characteristics of the data set used in analysis 
 
 Frequency (%)     Frequency (%) 
Gender 
   
Education 
  Male 118 27.4 
 
Comprehensive school 58 13.6 
Female 312 72.6 
 
Vocational school 99 23.5 
    
Upper secondary school 37 8.6 
Age 
   
Free education 89 19.9 
15-18 8 2.2 
 
Polytechnic 60 14 
18-24 27 5.8 
 
Academic 86 19.2 
25-34 57 13.8 
 
Other 1 0.2 
35-44 83 19.2 
 
   45-54 125 28.9 
 
   55-65 99 22.9 
 
Marital Status 
  Over 65 31 7.1 
 
Single 74 17.5 
    
In a relationship 148 34.8 
Occupation 
   
Married 208 47.3 
Managerial Position 31 7.1 
    Self-employed 141 32.2 
    Other worker 119 27.4 
 
Residental Province 
  Entrepreneur 24 5.6 
 
Southern Finland 105 24.8 
Retired 64 15.1 
 
Western Finland 65 14.5 
Unemployed 6 1.5 
 
Eastern Finland 236 54.4 
Student 36 8.4 
 
Oulu 11 2.8 
Other 9 1.9 
 
Lapland 13 2.8 
       





After rejecting certain cases on a basis of previously mentioned choices, the number of cases 
reduced from 838 to 430. Demographic characteristics of the reduced data set are presented 
in Table 5. Demographics from both data sets for comparison are listed in Appendix 3. The 
biggest changes in demographic characteristics were noted in educational level where the 
number of people, whose latest educational level had been comprehensive school. Also the 
number of retired persons reduced 6%. However, there is no totally accurate way of knowing, 
how well the remaining cases would represent the whole population of respondents. Accord-
ing to Comrey and Lee (1992), the sample size of 300 is good and 500 is very good for PCA, 
so it was decided to continue the analysis with the usable data of 430 cases. 
 
The main objective of PCA in this study is to reduce the number of motivational push items 
and bring out the underlying motivations that have affected tourist‟s decision to visit SF-
Filmtown. Before creating components, a decision of minimum loading value for variables in 
principal components should be made. The limit for variables loading to a component was set 
to 0.5, which is considered to be strong and has been used in previous segmentation studies 
(e.g. Frochot 2005; Park & Yoon 2009).  
 
The first run produced a six-factor solution with eigenvalues greater than 1, accounting for 
61.669% of total variance. Kayser-Meyer-Olkin (KMO) measure of sampling adequacy was 
.919 and Bartlett‟s test of sphericity was .000, which indicates that the variables are fit for 
analysis. The KMO measure of sampling adequacy tests whether the partial correlations 
among variables are small, and Bartlett's test of sphericity tests whether the correlation matrix 
is an identity matrix, which would indicate that the factor model is inappropriate. Values re-
ceived from both tests indicated that used variables were fit for analysis.  
 
Three variables in the six-factor solution had loading values under 0.5 and one variable was 
loaded on two different factors. The removal process was started with the variable, “escape 
from everyday life” on sixth factor, because of its weak loading. After removing this variable 
from analysis, the PCA was run again. It is recommended to remove items one by one in 
PCA, because removing an item possibly changes the structures of principal components rad-
ically. 
 
The second run without the variable “escape from everyday life” produced a five-factor solu-




component contained 11 variables, second 10, third 4, fourth and fifth two. Four variables 
with loadings under 0.5 were detected, and one variable was loaded on two different factors. 
Variable with a weak loading (< 0.5) on the fifth factor was removed. 
 
During the next four PCA runs, four variables were removed from the analysis, because their 
loadings were under the set limit of 0.5. The seventh run of PCA produced a five-factor solu-
tion with eigenvalues over 1, accounting 62.69% of total variance. All 24 variables still in 
analysis had now loading values over 0.5 and were loaded only on one factor. The commu-
nalities of the variables ranged from 0.555 - 0.856.  
 
Cronbach‟s alpha values were calculated for each factor to measure the internal consistency 
and to find out if any more variables should be removed. According to Nunnally (1967), the 
lowest acceptable level of Cronbach‟s alpha is considered to be 0.6. All factors had alpha 
values over 0.6, but in the fifth factor, the variable “to be together with family” correlated 
weakly with other variables in its factor, and by removing it the alpha value change from 
0.670 to 0.738. Therefore, this variable was removed for the next PCA run. 
 
The removal of the previously mentioned variable reduced the number of factors from five to 
four, so the PCA produced now a four-factor solution with eigenvalues over 1, accounting 
59.991% of total variance. One variable had loading under 0.5, and it was removed for the 
next run of PCA. 
 
The result of the ninth and final PCA run was four factor-solution containing 22 variables. 
All four factors had eigenvalues greater than 1 and they accounted 61.266% of total variance. 
Kayser-Meyer-Olkin measure of sampling adequacy had value of .899 and Bartlett‟s test of 
sphericity was .000. Cronbach‟s alphas were calculated for all factors and they received val-
ues greater than 0.6. On the basis of Cronbach‟s alpha values, there was no indication that 
removal of any variable within their factor would raise the internal consistency. 
 
Principal components and their variables are listed in table 6 for inspecting the “face-value” 
of each component. The factors two, three and four seemed to contain variables that belonged 
to the category of same type. Second factor had variables related to novelty. Third factor‟s 
variables were related to relaxation, peace of mind and emotional value. Fourth factor con-




seem to relate to each other. Variables with high loadings relate to a motivational type of 
peace of mind, control and involvement. Variable „to feel myself important‟ belongs to the 






Table 6: Motivational push variables and related categories 
Variable Loading Push Item Category 
   FIRST FACTOR 
  
Feel my privacy is assured .776 Peace of mind, Control 
To have a control over the outcome .770 Involvement, Control 
Feel safety .751 Peace of mind 
To be part of service making process .735 Involvement, Control 
To cooperate with hosts/company .689 Involvement, Control 
To feel myself important .668 Recognition 
Be physically active .621 Relaxation 
Get physical rest .612 Relaxation 
   
SECOND FACTOR 
  
To have a "once in a lifetime" expe-
rience 
.723 Hedonics, Novelty 
Experience new and different .711 Novelty, Learning 
Experience adventure .698 Novelty, Benefit 
Do something exciting .692 
Hedonics, Novelty, Excitement, Emotion-
al value 
To have variety of things to see/do .683 
Involvement, Control, Benefit, Epistemic 
value 
Go to places friends haven't been .609 Socialization 
To share my experience with others 
later on 
.603 Hedonics, Socialization 
Have a memorable experience .536 Hedonics, Novelty 
   
THIRD FACTOR 
  
Get refreshed .785 Relaxation 
Relax .772 
Peace of mind, Hedonics, Relaxation, 
Benefit, Emotional Value 
To feel comfort .679 Peace of mind, Control 
Have fun .649 Hedonics, Excitement, Emotional Value 
   
FOURTH FACTOR 
  
I could think about good times I've 
had in the past 
.868 Nostalgia 
I could reflect on past memories .863 Nostalgia 
 
 
The final four-factor solution and its values are presented in Table 7. Principal components 
were named on the basis of the motivational push variables that had the strongest loadings. 




Table 7: Results of principle component analysis of motivational push variables 











CONTROL 2.57 1.097 
 
7.981 36.28 .889 
Feel my privacy is assured 2.63 1.199 .776 
   To have a control over the out-
come 2.30 1.083 .770 
   Feel safety 3.00 1.052 .751 
   To be part of service making pro-
cess 2.29 1.014 .735 
   To cooperate with hosts/company 2.57 1.107 .689 
   To feel myself important 2.57 1.154 .668 
   Be physically active 2.64 1.052 .621 
   Get physical rest 2.58 1.116 .612 
   
       NOVELTY 3.13 1.007 
 
2.628 11.947 .862 
Have a "once in a lifetime" expe-
rience 3.45 1.099 .723 
   Experience new and different 3.97 0.899 .711 
   Experience adventure 3.31 1.026 .698 
   Do something exciting 3.29 0.988 .692 
   To have variety of things to 
see/do 3.38 1.009 .683 
   Go to places friends haven't been 3,10 1.237 .609 
   Share my experience with others 
later on 3.69 0.964 .603 
   Have a memorable experience 3.93 0.835 .536 
   
       RELAXATION 4.04 0.859 
 
1.663 7.559 .796 
Get refreshed 3.95 0.902 .785 
   Relax 4.06 0.876 .772 
   To feel comfort 4.01 0.862 .679 
   Have fun 4.13 0.794 .649 
   
       NOSTALGIA 2.71 1.240 
 
1.206 5.483 .909 
Think about good times I've had 
in the past 2.75 1.239 .868 
   Reflect on past memories 2.67 1.240 .863 
          
Total variance extracted (%)     61.269  






5.4 Cluster Analysis 
 
Cluster analysis was conducted with the factor points received from principal component 
analysis. This data was first observed with hierarchical cluster analysis, because there was no 
prior knowledge of possible amount of clusters. Hierarchical cluster analysis measures dis-
tance between pairs of observations. Ward‟s method was chosen for hierarchical cluster anal-
ysis, because it has been said to produce stable and interpretable solutions (Saunders 1994; 
Park & Yoon 2009). By observing the dendogram, fitting amount of clusters seemed to be 
between four and six. Analysis was continued with K-means cluster analysis. Three different 
cluster solutions ranging from 4 to 6 clusters were created for closer inspection. According to 
Frochot & Morrison (2001, 35), running several cluster analysis with different number of 
clusters, helps to determine the most meaningful and practical cluster solution. In a five-
cluster solution the number of cases was more evenly divided than in a four-cluster solution, 
and in a six-cluster solution two very similar groups were observed. On the basis of these 
observations, five-cluster solution was selected to be the best choice from the created cluster 
solutions. 
 
Table 8: Principal component mean values in clusters 
Principal Component Overall mean C1 C2   C3 C4 C5 F-value Sig. 
Control 2.57 3.32 2.24 2.71 2.11 1.75 85.864 p<0.001 
Novelty 3.13 3.89 2.70 3.78 3.07 3.93 79.194 p<0.001 
Relaxation 4.04 4.20 3.03 4.34 4.40 3.82 109.588 p<0.001 
Nostalgia 2.71 2.74 2.24 4.03 1.82 1.98 106.275 p<0.001 
 
In Table 8 the chosen five-cluster solution is presented with mean values of principal compo-
nents from all cases of the sample. Mean values range from 1 to 5, where 1 is “not important 
at all”, and 5 is “very important”. F-value describes how well the principal component sepa-
rates clusters. In this solution, relaxation was the strongest component by F-value. Relaxation 
(m = 4.04) also was considered to be the most important component in whole sample popula-
tion. Clusters were named according to the principal component that was most important or 
clearly separated the cluster from other groups. Statistically significant difference was found 





Cluster 1 (C1) (N = 120; 27.9%) is the largest cluster and differed most from other clusters 
by having a higher mean value in Control component. Even though this value is higher than 
the overall mean value in analyzed sample, the Control component in this cluster is rated 
closer to the neutral opinion (3) than somewhat important (4). Novelty (m = 3.89) and relaxa-
tion (m = 4.20) are considered to be important. Because the principal component Control is 
the most separating component, this cluster was named as Controllers. 
 
Cluster 2 (C2) (N = 70; 16.3%) consists of persons who consider all four principal compo-
nents to be mostly not important. All component means in this cluster are under the overall 
mean values. This group is not motivated by found components, but is visiting SF-Filmtown 
for some other reason. This cluster was named as Apathetic visitors. 
 
Cluster 3 (C3) (N = 106; 24.7%) is the second biggest group and differs from others on the 
interest in nostalgia. Relaxation (m = 4.34) and novelty (m = 3.78) are important for this 
group, but nostalgia (m = 4.03) is considered to be more important within this cluster than in 
other groups. Therefore, the cluster was named as Nostalgia. 
 
Cluster 4 (C4) (N = 83; 19.3%) contains members who consider nostalgia (m = 1.82) to be 
least important. They are looking purely for things related to relaxation (m = 4.40) and are 
not interested in control (m = 2.11) or novelty (m = 3.07). Fourth cluster was named as Com-
fort Seekers. 
 
Cluster 5 (C5) (N = 51; 11.9%) consists of persons who are looking for new experiences. 
Like comfort seekers, they do not care much about control (m = 1.75) or nostalgia (m = 1.98). 
Novelty (m = 3.93) is the most important factor for this group, and this cluster was named as 
Novelty Seekers. 
 
5.5 Principal components ranked by mean values in each segment 
 
The found principal components are presented in table 9 ranked by their mean values for each 
segment. Even though the segments were named by the principal component that made them 




tion was ranked first by group mean in four segments and second in one segment. Novelty 
was considered to be important in three segments. Nostalgia and control were mostly not im-
portant for most of the segments, but as an exception nostalgia was important only for the 
third segment. Control was somewhat important for the first segment, Controllers. 
 
Table 9:  Importance of principal components in each segment by group mean 











2 Novelty (3.89) Novelty (2.70) Nostalgia (4.03) Novelty (3.07) 
Relaxation 
(3.82) 
3 Control (3.32) Control (2.24) Novelty (3.78) Control (2.11) 
Nostalgia 
(1.98) 






5.6 Demographic characteristics of segments 
 
Tables 10 and 11 show the demographic characteristics of each segment. Most of the re-
spondents in the analyzed data were females (72.6%), and this is also seen in all segments. 
Only in segments Indifferent and Nostalgia, the amount of men was slightly higher compared 
to overall mean, but there no statistically significant difference was found between segments 
(p=0.264). 
 
In ‟age‟ section, there is a statistically significant difference (p=0.001) between segments. 
Age classes ‟15-18‟ and ‟19-24‟ had only a few observations in each segments, so they were 
combined into class named „Under 25‟. For the groups Controllers, Nostalgia and Comfort 
Seekers, the most common age is from 45 to 54 years old. Majority of Novelty Seekers are 
25-34 years old and majority in group Indifferent are over 44 years old (70%), age of 55-65 
being the most common age class of respondents. Respondents in segments Controllers, In-
different, Nostalgia and Comfort Seekers are married and have a family or are in a relation-





Table 10: Demographic characteristics of segments - I 
 







     
5.237 p=0.264 
Female 90 (75%) 45 (64.3%) 73 (68.9%) 64 (77.1%) 40 (78.4%) 
  Male 30 (25%) 25 (35.7%) 33 (31.1%) 19 (22.9%) 11 (21.6%) 
  
        Age 
     
45.144 p=0.001 
Under 25 9 (7.5%) 6 (8.6%) 7 (6.6%) 4 (4.8%) 9 (17.6%) 
  25-34 17 (14.2%) 5 (7.1%) 11 (10.4%) 8 (9.6%) 16 (31.4%) 
  35-44 26 (21.7%) 10 (14.3%) 18 (17.0%) 17 (20.5%) 12 (23.5%) 
  45-54 36 (30.0%) 17 (24.3%) 36 (34.0%) 27 (32.5%) 9 (17.6%) 
  55-65 24 (20.0%) 25 (35.7%) 24 (22.6%) 23 (27.7%) 3 (5.9%) 
  Over 65 8 (6.7%) 7 (10%) 10 (9.4%) 4 (4.8%) 2 (3.9%) 
  
        Marital status 
     
16.104 p=0.041 
Single 24 (20.0%) 17 (24.3%) 19 (17.9%) 7 (8.4%) 7 (13.7%) 
  In a rela-
tionship 39 (32.5%) 20 (28.6%) 37 (34.9%) 26 (31.3%) 26 (51.0%) 
  Married 
(with family) 57 (47.5%) 33 (47.1%) 50 (47.2%) 50 (60.2%) 18 (35.3%) 
   
 
On an educational level, there is statistically significant difference between segments 
(p=0.008). The most common education level for Controllers and Nostalgia is vocational 
school. The majority of Comfort Seekers (28.9%) and Novelty Seekers (27.5%) have an aca-
demic education. Members of the group Indifferent have mainly had free education (22.9%). 
Occupationally there is no statistically significant difference between segments (p=0.543). 
Most common occupations in all segments are clerk and worker.  
Respondents‟ residential regions were combined to the level of provinces. Eastern Finland is 
the most common and Southern Finland second most common province of residence in all 
segments. There is a statistically significant difference between segments (p=0.012), however 
the number of cells with observations is less than 5 is over 25%, which means the result of 
chi-squared test should be interpreted with caution. This also concerns on the occupation sec-
tion. The number of observation in cells can be increased by combining variables, but in this 





Table 11. Demographic characteristics of segments - II 
 







     
43.803 p=0.008 
Comprehensive school 17 (14.2%) 15 (21.4%) 12 (11.3%) 13 (15.7%) 1 (2.0%) 
  Vocational school 40 (33.3%) 14 (20.0%) 24 (22.6%) 11 (13.3%) 10 (19.6%) 
  Upper secondary school 11 (9.2%) 5 (7.1%) 10 (9.4%) 2 (2.4%) 9 (17.6%) 
  Free education 22 (18.3%) 16 (22.9%) 23 (21.7%) 21 (25.3%) 7 (13.7%) 
  Polytechnic 11 (9.2%) 9 (12.9%) 18 (17.0%) 12 (14.5%) 10 (19.6%) 
  Academic 19 (15.8%) 11 (15.7%) 18 (17.0%) 24 (28.9%) 14 (27.5%) 
  Other - - 1 (0.9%) - - 
  
        Occupation 
     
26.542 p=0.543* 
Managerial Position 9 (7.5%) 4 (5.7%) 9 (8.5%) 6 (7.2%) 3 (5.9%) 
  Clerk 32 (26.7%) 20 (28.6%) 37 (34.9%) 34 (41.0%) 18 (35.3%) 
  Worker 38 (31.7%) 22 (31.4%) 26 (24.5%) 20 (24.1%) 13 (25.5%) 
  Entrepreneur 6 (5.0%) 2 (2.9%) 6 (5.7%) 5 (6.0%) 5 (9.8%) 
  Retired 19 (15.8%) 15 (21.4%) 17 (16.0%) 10 (12.0%) 3 (5.9%) 
  Unemployed 3 (2.5%) - 1 (0.9%) 1 (1.2%) 1 (2.0%) 
  Student 11 (9.2%) 6 (8.6%) 8 (7.5%) 3 (3.6%) 8 (15.7%) 
  Other occupation 2 (1.7%) 1 (1.4%) 2 (1.9%) 4 (4.8%) - 
  
        Residental providence 
     
31.222 p=0.012* 
Southern Finland 25 (20.8%) 22 (31.4%) 24 (22.6%) 20 (24.1%) 14 (27.5%) 
  Western Finland 18 (15.0%) 8 (11.4%) 12 (11.3%) 14 (16.9%) 13 (25.5%) 
  Eastern Finland 64 (53.3%) 39 (55.7%) 68 (64.2%) 45 (54.2%) 20 (39.2%) 
  Oulu 7 (5.8%) - 2 (1.9%) 4 (4.8%) 4 (7.8%) 
  Lapland 6 (5.0%) 1 (1.4%) - - - 
  * = Number of cells with observations less than 5 is over 25% 
 
5.7 The importance of SF-Filmtown related items in segments 
 
Respondents were also asked to evaluate the importance of several SF-Filmtown related vari-
ables. These 13 variables contained movie tourism, place and information related items, and 
they are listed in tables 12-14. Evaluation was made with 5-point Likert scale (1 = not at all 
important : 5 very important). Movie tourism related variables and SF-Filmtown‟s surround-





Table 12. Importance of SF-Filmtown‟s movie related items 
 
Cont-





MOVIE TOURISM RELATED 
ITEMS       
       
Interest towards movie and TV-
series production 
4.37 3.59 4.58 4.20 4.57 p<0.001 
Karjalan Kunnailla -TV-series 4.44 3.75 4.49 4.29 4.43 p<0.001 
Possibility to see actors of Karjalan 
Kunnailla  
3.92 3.06 3.83 3.40 3.57 p<0.001 
Interest towards Markku Pölönen's 
productions 
4.11 3.52 4.36 4.04 3.73 p<0.001 
SF-Filmtown's guided tour 4.03 3.36 4.13 3.75 4.25 p<0.001 
 
Visitors on all segments considered interest towards movie and TV-series production to be 
important, especially important this was for groups Nostalgia (m = 4.58) and Novelty Seekers 
(m = 4.57). Karjalan Kunnailla –TV-series was important for all segments. Even though there 
was no filming of Karjalan Kunnailla –TV-series during summer 2010, groups Controllers, 
Nostalgia and Novelty Seekers considered the possibility to see actors of Karjalan Kunnailla 
important. However, some of the actors from the series were acting in a theater play “On-
nenmaa” that was arranged few times during that summer. Interest towards Markku Pöl-
önen‟s productions was important for all segments, and the guided tour that is arranged for 
SF-Filmtown‟s visitors was considered to be more important in other segments than Indiffer-
ent. Statistically significant difference was found between groups in all variables (p<0.001). 
 
Table 13: Importance of SF-Filmtown‟s place related items 
  
Control-





PLACE RELATED ITEMS 
      
       
Surrounding nature of SF-
Filmtown 
3.71 3.09 3.73 3.14 2.96 p<0.001 
SF-Filmtown's village envi-
ronment 
4.08 3.37 4.22 3.82 4.04 p<0.001 
Location of SF-Filmtown 3.85 2.99 3.94 3.42 3.38 p<0.001 
SF-Filmtown locates near oth-
er destination 
(have visited/going to visit) 
3.16 2.50 2.86 2.55 3.16 p=0.004 





In place related items (Table 13), the surrounding nature of SF-Filmtown was important for 
Controllers and Nostalgia. SF-Filmtown‟s village environment that also works as a set for 
Karjalan Kunnailla –TV-series was considered to be important in groups Nostalgia, Control-
lers, Novelty Seekers and Comfort Seekers. Nostalgia and Controllers showed interest for the 
actually location of SF-Filmtown. None of the groups found SF-Filmtown‟s location to be 
near to another destination they had visited or were going to visit. Also none of the visitors in 
these segments considered passing by to be an important reason for visiting SF-Filmtown. 
Statistically significant difference between segments was found on all items (p<0.05). 
 
Table 14: Importance of  SF-Filmtown‟s information related items 
  
Control-







             
Recommendations from friends 2.82 2.43 2.49 2.02 1.94 p<0.001 
Recommendations from relatives 2.62 2.00 2.34 1.77 1.43 p<0.001 
Information received from media 3.33 2.60 3.32 2.88 3.10 p<0.001 
 
Information related items (Table 14) were considered to not important in all groups. Recom-
mendations from friends or relatives were not important for any of the groups. Information 
received from media was somewhat important for groups Controllers (mean = 3.33) and Nos-
talgia (mean = 3.32). 
 
5.8 SF-Filmtown’s importance for non-local visitors 
 
Non-local visitors are tourists who have travelled from outside of North Karelia to visit SF-
Filmtown. They were asked to evaluate the importance of SF-Filmtown as a part of their trip 
(Question 8). In table 15 the importance is presented in mean values for each segment. Also 
the amount of non-local visitors and their opinion on SF-Filmtown‟s importance are dis-
played in frequencies. The mean values show that Indifferent visitors considered SF-




found between the all five segments (p=0.004), but this is mainly because of the group Indif-
ferent‟ low mean value. No significant difference was found between the other four groups 
(p=0.256). Frequencies of opinions show that all the groups had those people who considered 
SF-Filmtown to be important and those for whom SF-Filmtown was not important. Over half 
(ca. 62%) of non-local visitors in groups Novelty Seekers and Controllers thought SF-
Filmtown to be important. 
 
Table 15: Importance of SF-Filmtown in each segment, mean value and frequencies 










Controllers (N=120) 3.66 75  31 (41.3 %) 44 (62 %) 
Indifferent (N=70) 2.72 39  27 (69.2 %) 12 (30.8 %) 
Nostalgia (N=106) 3.63 59  26 (44.1 %) 33 (58.9 %) 
Comfort Seekers (N=83) 3.48 55  26 (47.2 %) 29 (53.7 %) 
Novelty Seekers (N=51) 3.40 36  14 (38.8 %) 22 (62.9 %) 
* = 5 is „very important‟ … 1 is „not important at all‟ 
** = includes answers, „neutral/undecided‟ (3), „not important‟ (2) and „not important at all‟ 
(1) 
*** = includes answers, „important‟ (4) and „very important‟ (5) 
 
Natural landscapes and family togetherness were important reasons for non-local visitors 
(Table 16). SF-Filmtown was considered to be the third most important reason to visit the 
area of North Karelia. Possibility for activities, cultural activities and the history of North 
Karelia were mostly not seen as important factors. 
 
Table 16: Reasons for visiting North Karelia for non-local visitors in analyzed data set 
 
Mean Std. Deviation 
To be together with family 3.86 1.241 
Natural landscapes 3.76 1.104 
SF-Filmtown 3.44 1.305 
Other tourist destinations in North Karelia 3.31 1.197 
To be together with friends 3.24 1.473 
Cultural activities in North Karelia 2.71 1.223 
History of North Karelia 2.68 1.211 






5.9 Evaluation of SF-Filmtown’s services between years 2009 and 2010 
 
The respondents‟ evaluation of SF-Filmtown‟s services is compared to the survey results of 
summer 2009 for managerial implications. The observations are described here shortly and 
the mean values of both data sets can be found in appendix 3. The measured variables were 
café services, guidance to SF-Filmtown, customer services given by guides, content of guided 
tour, tour starting times, price level, accessibility, parking lots, general comfort, and the 
cleanliness of surroundings. 5-point Likert scale was used for measurement, where 5 is very 
good and 1 is very bad.  
 
The most noticeable improvements between years 2009 and 2010 have occurred in café ser-
vices and customer services given by guides. The visitors of summer 2010 considered the 
content of guided tour and the price level of SF-Filmtown to be less favorable than the visi-
tors of previous year. Only small changes were observed in other measured variables, and the 













The main objective of this study was to identify, what general travel related motivational fac-
tors have influenced tourists‟ decision to visit SF-Filmtown, and segment these travelers into 
motivation based categories with found factors. This study is an exploratory case study and 
its results are case specific and cannot be generalized to other movie-induced tourism destina-
tions. The general travel related motivations have not been largely studied in movie-induced 
tourism destinations. 
 
Four motivational principal components containing 22 push motivational variables were iden-
tified by using principal component analysis. These components were named as Control, 
Novelty, Relaxation and Nostalgia. Two of these factors, novelty and nostalgia, have been 
previously presented as movie-induced tourism related motivations by Macionis (2004). 
Novelty was also recognized as a possible motivation for movie-induced tourism on empiri-
cal study of Lord of the Rings movie tourism destination by Singh & Best (2004). 
 
The discovered motivational factors were used with K-means cluster analysis, and that divid-
ed the respondents into five different segments: Controllers, Indifferent, Nostalgia, Comfort 
Seekers and Novelty Seekers.  
 
Controllers is the biggest group (N=120; 27.9 %). A typical group member of Controllers is a 
45-54 years old female, married with a family and lives in Eastern Finland. She has had either 
a vocational or free education and is working as a worker or as a clerk. Even though the con-
trol related motivational factor was seen as the most separating item from the other groups, 
the Controllers also felt that relaxation and novelty are important motivational factors for 
their visitation. Also SF-Filmtown‟s movie tourism and place related items were considered 
to be important within this segment. Visiting SF-Filmtown during the trip to North Karelia 
was important for non-local visitors of this group (mean = 3.66).  
 
Indifferent is the second smallest group (N=70; 16.3 %). A person belonging to Indifferent 




ly, and her education level is free education. Indifferent traveler can also be a female worker 
from Southern Finland. The number of male respondents is slightly higher in this group com-
pared to others. As an exception to other groups, none of the four identified motivational fac-
tors were very important for the members of this group. However, some of the movie tourism 
related items, like Karjalan Kunnailla –TV-series, are important for this group. Visit to SF-
Filmtown as a reason for traveling to North Karelia was considered to be not very important 
amongst these travelers (mean = 2.72).  
 
Nostalgia is the second biggest group (N=106; 24.7 %). A member of group Nostalgia is usu-
ally a 45-54 years old female, who has had a vocational or a free education. She lives in East-
ern Finland and is married with family. The most common occupation in this group is clerk. 
Especially Karjalan Kunnailla –TV-series and the interest on filming activities and Markku 
Pölönen‟s productions are considered to be important within this group. Also SF-Filmtown‟s 
village environment and the actually location are important for members of this group. Tour-
ists outside North Karelia in this group considered SF-Filmtown to be important (mean = 
3.63).  
 
Comfort Seekers formed the third biggest group (N=83; 19.3 %). A typical comfort seeker is 
a 45-54 years old female, who has had an academic education and is working as a clerk. She 
is living in Eastern Finland and is married, with a family. Comfort seeker is strongly motivat-
ed to get refreshed, relax and have fun. Visiting SF-Filmtown was somewhat important for 
this segment (mean = 3.48). 
 
Novelty Seekers is the smallest segment (N = 51; 11.9%). Novelty Seeker is typically a 24-35 
years old female who is in a relationship and lives in Eastern Finland, or possibly in Southern 
Finland. She has had a polytechnic or an academic education. Novelty seekers are interested 
to experience something new and different. Also for this segment, SF-Filmtown was some-











6.2.1 Theoretical implications 
 
Currently the theory of movie-induced tourism motivations is quite limited, and the assump-
tions on movie tourists‟ motivations for this study are mostly based on models presented by 
Macionis (2004). Macionis‟ (2004) model of movie-induced motivations (Figure 3) suggests 
that visitors of movie-induced tourist location could be classified into three categories: seren-
dipitous film tourist, general film tourist and specific film tourist. Serendipitous film tourist is 
a person, who has arrived serendipitously in a destination depicted in a movie. General film 
tourists are not specifically drawn to a film location but participate in film tourism activities 
while at a destination. Specific film tourists seek out places actively that they have seen in 
movies. Macionis‟ (2004) conceptual model of Continuum of Film-Induced Motivation has 
not been tested in empirical studies before. 
 
For identifying the category types of SF-Filmtown‟s visitors, they were asked to evaluate the 
importance of SF-Filmtown as part of their visit to North Karelia. If the visit to SF-Filmtown 
was very important to them, this might indicate that they have been specifically drawn to visit 
SF-Filmtown and should be considered as specific film tourists. If SF-Filmtown has not been 
an important factor for traveling, then the respondent should be considered to be general film 
tourist. The remote rural location of SF-Filmtown is seen as a limiting factor for serendipi-
tous tourists, since it is unlikely that someone would visit SF-Filmtown without recognizing 
being there. Moreover, moving around SF-Filmtown is forbidden without accompany of a 
guide. 
 
The inspection of SF-Filmtown‟s importance in each motivation-based segment showed that 
all the segments had those respondents who considered SF-Filmtown to be important and 
those who felt it to be not important reason for travel. On a basis of these previously men-
tioned assumptions, it could be argued that the four motivational push factors, control, novel-
ty, relaxation and nostalgia, could have had an effect on the general and specific movie tour-
ists. Macionis‟ (2004) Continuum of Film-Induced Motivation model suggests that general 
film tourist could be motivated by escape, novelty, education and nostalgia. The findings of 




eral film tourist might also be motivated by relaxation and control. Control, relaxation, nos-
talgia and novelty can also work as motivations for specific film tourist. 
 
The identification of the group Indifferent might indicate the possibility of other motivational 
push and pull factors that have affected tourists‟ decisions, instead of the ones used in this 
study. Indifferent tourists‟ were not strongly motivated by any of the four found motivational 
push factors. The most important SF-Filmtown related motivational pull factor for this group 
was Karjalan Kunnailla TV-series (mean = 3.75). 
 
6.2.2 Managerial implications 
 
The segments found in this study could be helpful in understanding why people have visited 
SF-Filmtown. All segments had motivational differences, but further research is needed to 
identify the cause of these motivations. Segments also provide demographic information, 
which could be used to develop and target marketing strategies. The only segment that dis-
tinctively differed from other segments by demographics was Novelty Seekers. Novelty seek-
ers were mostly young, 25-34 years old persons with high education, who seek new experi-
ences. The other segments were demographically more homogenous. 
 
Visitors of SF-Filmtown are interested on movie and TV-series production, and Karjalan 
Kunnailla TV-series was important reason for visiting SF-Filmtown. Therefore, Karjalan 
Kunnailla TV-series should be considered as a substantial resource. Also SF-Filmtown‟s vil-
lage environment was important for most visitors. The guided tour arranged in SF-Filmtown 
should be considered as important activity for visitors. 
 
Observations from both summers indicate that people are more likely to visit SF-Filmtown 
with family, relatives or friends than alone. Measured information related items, recommen-
dation from friends or relatives were not important for any of the segments. It can be specu-
lated that this might be just because SF-Filmtown has been operational only for two sum-
mers. Also information from media was not considered to be important. This could imply that 
marketing activities of SF-Filmtown should be boosted and strengthened in the future. Ser-
vices provided by SF-Filmtown have stayed on a good level from previous year, and no dras-




Even though during the principal component analysis some of the variables were discarded 
from analysis, it does not mean that those variables are worthless. Therefore, all 30 motiva-
tional push variables used in principal component analysis are listed in appendix 5 with their 
mean values and standard deviation from entire data set.  
Most of the variables considered to be important in appendix 5 were included in principal 
components. However, variables like „doing something I really like‟ (m = 3.80), „experience 
different culture‟ (m = 3.64) and „to meet interesting people‟ (m = 3.48) were dropped out. 
As the majority of respondents did visit SF-Filmtown with family, relatives or friends, varia-
ble „be together as a family‟ (m = 3.46) supports idea that at least some of the visitors want to 
experience SF-Filmtown together with family or other people. 
 
6.3 Evaluation of the study 
 
6.3.1 Evaluation of analysis methods and results 
 
Like many previous movie-induced tourism studies, this study was also conducted as case 
study. The main reasons for choosing case study as a research method were the limited 
amount of movie-induced tourism related theory and a lack of previous knowledge of SF-
Filmtown and its visitors. To gain knowledge, a preliminary small-scale survey was made 
before carrying out this study. SF-Filmtown‟s survey data from summer 2009 was used as 
secondary data. 
 
The amount of gather data can be said to be sufficient for analyzing, even though the amount 
of discarded answer sheets was quite large (48.6%). Mostly the discarded responses were 
empty, partially or erroneously filled. Especially, the push variables section (question 5), 
which was crucial for this study, was left empty or was answered partially in most cases. Ac-
cording to Barnett (2002, 185), there can be multiple reasons for incomplete answers, such as 
the lack of understanding questions, unwillingness to express one‟s personal issues, or re-
spondents might have felt that the questionnaire is too long. Another reason for incomplete 
responses could have been that three packages of SF-Filmtown related items were raffled 
between all respondents as a reward for answering. Using computers with software based 




ing more complete responses, but this could also have reduced to the total number of re-
sponses. 
 
There is a possibility that respondents might have affected each other‟s responses, since the 
questionnaires were freely available for SF-Filmtown‟s visitors and the answering situation 
was not controlled. All data from 838 questionnaires was manually rewritten from paper 
sheets into statistical analysis program, so there is the chance of human error during the trans-
fer process. 
 
Only a few motivational pull factors (question 6) were included in this study and more time 
should have been used on planning this section of the questionnaire, since versatile infor-
mation on importance of pull factors would have been valuable for managerial purposes. 
However, adding more pull items would have increased the length of the questionnaire and 
could have increased the amount of empty and partially filled answer sheets even more, since 
the section of push items already caused incomplete answers. 
 
Being a pilot study of SF-Filmtown‟s visitors and their motivations, the work was challeng-
ing, but the objectives set for this study can be seen achieved. Acquired underlying push mo-
tivations seem to be plausible for movie-induced tourism location such as SF-Filmtown, and 
the five movie-induced tourist segments appear to be logical, useful, meaningful and differ-
ent.  
 
6.3.2 Evaluation of reliability 
 
Reliability of the study means how well study can be repeated with same results. Several sub-
jective decisions were made during data manipulation, principal component analysis and 
cluster analysis. Incomplete responses were discarded from data analysis, because principal 
component analysis is known to fail with them (Stanimirova et al. 2007), but the choices 
made during principal component analysis were reasoned and justified by following decisions 
taken in previous studies. If some other procedures would have been used to replace the miss-





To increase the reliability of this study, phases of data gathering, principal component analy-
sis and cluster analysis were described in detail. Also the used questionnaire has been includ-
ed in appendices. Cronbach‟s alpha values for all principal components were over acceptable 
level of 0.6, which improves the reliability of the results. 
 
6.3.3 Evaluation of validity 
 
Validity is divided in external validity and internal validity. Since this study is a case study, 
its external validity is weak and the results should not be generalized to other movie-induced 
tourism destinations. The findings of this study should be confirmed by further research. 
Push-pull items from this study could be used in other movie-induced tourism motivations 
related studies, but they are likely to give different results since each movie tourism location 
is probable to have unique attributes and attractions that affect tourists‟ motivations.. As the 
number of responses used in the analysis was limited to 430, it is unlikely that the findings of 
this study characterize the views of all visitors of SF-Filmtown during summer 2010. 
 
Motivational push variables in this study have been used in previous tourist motivation stud-
ies, which increase the internal validity. Pull variables were mainly selected through observa-
tions made from SF-Filmtown survey data of summer 2009 and suggestions of Macionis‟ 
(2004) push-pull motivations in movie-induced tourism. However, some of the items in pull 
variable section (question 6) are not actual pull items (e.g. information related items, passing 
by), and they should have been separated in their own section to prevent misunderstandings.  
 
The selected quantitative methods for segmentation and identifying tourists‟ motivations 
proved valid as they have been in previous motivation based segmentation studies. Statistical-
ly significant difference was found between segments on several variables, which indicate 





7 Further research 
 
More research is needed to evolve the comprehension of movie-induced tourism on all as-
pects, and SF-Filmtown seems to be a suitable location for empirical movie-induced tourism 
studies. As SF-Filmtown is located in a remote rural area, it is unlikely that tourists would 
visit this destination without a particular reason. This study focused on motivations of movie-
induced tourism, and as being the exploratory pilot study of SF-Filmtown‟s visitors‟ motiva-
tions, the findings of this study should be confirmed by further research.  
 
Only a few pull items were included in this study, and more information is needed on other 
SF-Filmtown‟s features, attractions and attributes that could motivate people to visit this 
movie-induced tourism destination. Qualitative study methods could be suitable for acquiring 
in-depth data. Also it would be interesting to know more about the motivations found in this 
study, for example, why nostalgia, novelty and relaxation were important. 
 
Since SF-Filmtown‟s village environment works as a set for Karjalan Kunnailla, there is pos-
sibility for study of authenticity. During writing of this thesis, the continuation of filming 
Karjalan Kunnailla TV-series was not certain. Conversations with SF-Filmtown‟s staff re-
vealed that there are plans to continue filming activities in SF-Filmtown even if Karjalan 
Kunnailla TV-series would not be continued. 
 
Movie-induced tourism offers various themes to study, and as it seems that interest on ex-
ploiting movie tourism has grown in Finland within recent years, expanding investigating to 
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APPENDIX 1. Questionnaire for SF-Filmikylä – Summer 2010 
KONTIOLAHDEN SF-FILMIKYLÄ – ASIAKASKYSELY   pvm: 
 
Itä-Suomen yliopisto tutkii elokuvamatkailuun ja SF-Filmikylään liittyviä arvostuksia. Vas-
tauksellanne annatte arvokkaan panoksen tutkimukseen ja SF-Filmikylän toiminnan kehittä-
miseen. 
Kesän jälkeen arvotaan kaikkien kyselyyn vastanneiden, osoitetietonsa jättäneiden kesken 3 
kpl SF-kasseja, joissa Karjalan Kunnailla kausi 2 DVD-boxi sekä Markku Pölösen Onnen 
Maa DVD. 
 




2. Miten olette saapuneet SF-Filmikylään? 
 Yksin 
 Perheen / sukulaisten kanssa 
 Ystävien kanssa 
 Turisti- / bussiryhmässä 
 




 Jollakin muulla tavalla 
 





5. Kuinka tärkeitä seuraavat matkalle lähdön yleiset syyt olivat teille, kun harkitsitte 
vierailua SF-Filmikylässä? 
5 = Erittäin tärkeä  1 = Ei lainkaan tärkeä 
Halusin vierailla SF-Filmikylässä, jotta..  5  4  3  2  1 
voisin tehdä jotain, josta todella pidän           
voisin kokea unohtumattoman elämyksen           
voisin paeta kiireistä arkea           




minulla olisi mahdollisuus olla yhdessä perheen 
kanssa 
          
voisin vierailla alueella, josta perheeni on kotoisin           
voisin virkistäytyä           
minulla olisi mahdollisuus fyysiseen lepoon           
minulla olisi mahdollisuus olla fyysisesti aktiivi-
nen 
          
voisin tehdä jotain jännittävää           
voisin kokea ”kerran eläessäni” kokemuksen           
voisin jakaa kokemukseni myöhemmin toisten 
kanssa 
          
voisin kokea jonkinlaista haasteellista toimintaa           
voisin tuntea oloni mukavaksi           
voisin rentoutua           
voisin kokea oloni turvalliseksi           
voisin kokea, että yksityisyyteni on taattu           
voisin osallistua itse palvelujeni tuottamiseen           
minulla olisi paljon tekemistä ja näkemistä           
minulla olisi mahdollisuus kontrolloida,miten asiat 
sujuvat 
          
voisin tuntea yhteenkuuluvuutta isäntäväen kanssa           
voisin kokea, että olen tärkeä           
voisin kokea seikkailua           
voisin kokea erilaista kulttuuria           
voisin kokea uutta ja erilaista           
voisin kokea romanssin           
voisin tavata mielenkiintoisia ihmisiä           
voisin käydä paikoissa, joissa tuttavani eivät ole 
olleet 
          
voisin muistella menneitä hyviä aikoja           
voisin kokea vanhoja muistoja uudelleen           
 
6. Kuinka tärkeitä seuraavat tekijät olivat tehdessänne päätöstä tulla vierailemaan SF-
Filmikylään?           (5 = erittäin tärkeä ... 1 = ei lainkaan tärkeä) 
 5  4  3  2  1 
Mielenkiinto elokuvan ja tv-sarjan tekoa kohtaan          
Karjalan kunnailla –tv-sarja          
Mahdollisuus nähdä Karjalan kunnailla –tv-sarjan näytteli-
jöitä 
         
Mielenkiinto Markku Pölösen tuotantoa kohtaan          
SF-Filmikylässä järjestettävä opastettu kierros          
SF-Filmikylän alueen luonto          
SF-Filmikylän kyläympäristö          
Ystävien suositus          
Sukulaisten suositus          
Tiedotusvälineiden kautta saatu tieto SF-Filmikylästä          
SF-Filmikylän sijainti          
SF-Filmikylä sijaitsee lähellä toista matkakohdetta, jossa 
aiotte vierailla tai jossa olette vierailleet  




Olin ohikulkumatkalla           
          
7. Mitä mieltä olette SF-Filmikylän tarjoamista palveluista? (5 = erittäin hyvä ... 1 = 
erittäin huono) 
 5  4  3  2  1 
Kahvilapalvelut          
Opastus SF-Filmikylään (kyltit, kartat)          
Oppaiden asiakaspalvelu          
Opastetun kierroksen sisältö          
Opastettujen kierrosten alkamisajat          
Hintataso          
Ympäristön siisteys          
Esteettömyys          
Parkkipaikat          
SF-Filmikylän yleinen viihtyvyys          
 
Vastatkaa seuraavaan kysymykseen, mikäli asuinmaakuntanne on jonkin muu kuin 
Pohjois-Karjala 
8. Kuinka tärkeitä seuraavat tekijät olivat, kun teitte päätöstä vierailla Pohjois-
Karjalan alueella?               (5 = erittäin tärkeä ... 1 = ei lainkaan tärkeä) 
 5  4  3  2  1 
SF-Filmikylä          
Muut alueen matkailukohteet          
Luonnonmaisemat          
Alueella järjestettävät kulttuuritapahtumat          
Pohjois-Karjalan alueen historia          
Mahdollisuus aktiviteettien harrastamiseen          
Yhdessäolo perheen kanssa          






9. Sukupuoli  Nainen 
  Mies 
 
10. Syntymävuosi ________________ 
 
 
11. Asuinmaakunta  
  
 Åland/Ahvenanmaa  Lappi 
 Etelä-Karjala  Pirkanmaa 
 Etelä-Pohjanmaa  Pohjanmaa 
 Etelä-Savo  Pohjois-Karjala 
 Itä-Uusimaa  Pohjois-Pohjanmaa 
 Kainuu  Pohjois-Savo 
 Kanta-Häme  Päijät-Häme 
 Keski-Pohjanmaa  Satakunta 
 Keski-Suomi  Uusimaa 
 Kymenlaakso  Varsinais-Suomi 
 
12. Perhetyyppi  
  
 Sinkku  
 Parisuhde  









 Akateeminen loppututkinto 




 Johtavassa asemassa 
 Toimihenkilö 













Measure: Value & Motivation Source Identified Push 
Factor 
1 Doing something I really like to Otto & Richie 1996 Hedonics 
 that I was doing something I really like 
to do 
Duman & Mattila 2003 Hedonics 
    
2 Doing something memorable Otto & Richie 1996 Hedonics 
 that it was a memorable experience Duman & Mattila 2003 Novelty 
    
3 Like I was having a hassle-free vaca-
tion 
Duman & Mattila 2003 Control 
 not have to rush Park & Yoon 2009 Relaxation 
    
4 A feeling of escape Otto & Richie 1996 Hedonics 
 a sense of escape or getting away from 
it all 
Duman & Mattila 2003 Novelty 
 escape from a busy job Park & Yoon 2009 Relaxation 
 to get away Frochot 2005 Benefit 
    
5 Like I was having fun Duman & Mattila 2003 Hedonics 
 Have fun, be entertained Park & Yoon 2009 Excitement 
 Fun Tapachai & Waryszack 
2000 
Emotional Value 
    
6 That I did something social Duman & Mattila 2003 Hedonics 
 experience traditional culture for the 
kids 
Park & Yoon 2009 Family together-
ness 
 be together as a family Park & Yoon 2009 Family together-
ness 
 having a good time with family Molera & Albaladejo 
2006 
Benefit 
 Family fun Kemperman & Tim-
mermans 2006 
Benefit 
    
7 Visit places family comes from Park & Yoon 2009 Family together-
ness 
    
8 Get refreshed Park & Yoon 2009 Relaxation 
    
9 For physical rest Frochot 2005 Benefit segment 
    
10 Be physically active Park & Yoon 2009 Relaxation 
    
11 Doing something thrilling Otto & Richie 1996 Hedonics 




 find thrills and excitement Park & Yoon 2009 Excitement 
 do exciting things Park & Yoon 2009 Excitement 
 was exciting, .. , frightening Williams & Soutar 2000 Emotional Value 
    
12 Having a "once in a lifetime" experi-
ence;  
Otto & Richie 1996 Hedonics 
 that I was having a "once in a lifetime" 
experience 
Duman & Mattila 2003 Novelty 
    
13 Share my experience with others later 
on 
Otto & Richie 1996 Hedonics 
 that I would want to share my experi-
ence with others after.. 
Duman & Mattila 2003 Hedonics 
 share a familiar place with others Park & Yoon 2009 Socialization 
    
14 Being challenged in some way Otto & Richie 1996 Hedonics 
 that I was being simulated or chal-
lenged in some way 
Duman & Mattila 2003 Novelty 
    
15 Physically comfortable Otto & Richie 1996 Peace of mind 
 a sense of comfort Duman & Mattila 2003 Control 
    
16 Relaxed Otto & Richie 1996 Peace of mind 
 Relaxed Duman & Mattila 2003 Hedonics 
 Relax away from the ordinary Park & Yoon 2009 Relaxation 
 relax daily tension Park & Yoon 2009 Relaxation 
 to relax Frochot 2005 Benefit 
 relaxation Molera & Albaladejo 
2006 
Benefit 
 Relaxation Tapachai & Waryszack 
2000 
Emotional Value 
 relaxing Williams & Soutar 2000 Emotional Value 
    
17 Privacy assured Otto & Richie 1996 Peace of mind 
 that my privacy would be assured if I 
wanted it 
Duman & Mattila 2003 Control 
    
18 That I am involved in the processes Otto & Richie 1996 Involvement 
 like I played a role in or contributed in 
the service process 
Duman & Mattila 2003 Control 
    
19 That there is an element of choice in 
the process 
Otto & Richie 1996 Involvement 
 like I had some choice in the way 
things were done 
Duman & Mattila 2003 Control 






 Variety of things to see/do Tapachai & Waryszack 
2000 
Epistemic Value 
    
20 That I have control over the outcome Otto & Richie 1996 Involvement 
 that I had some control over the way 
things turned out 
Duman & Mattila 2003 Control 
    
21 Cooperation Otto & Richie 1996 Involvement 
 a sense of cooperation between the 
company and me 
Duman & Mattila 2003 Control 
    
22 That I am important Otto & Richie 1996 Recognition 
    
23 Like I was on an adventure Duman & Mattila 2003 Novelty 
 For adventure Frochot 2005 Benefit 
    
24 Like I was doing something new and 
different 
Duman & Mattila 2003 Novelty 
 Explore new places Park & Yoon 2009 Learning 
 experience new and different lifestyles Park & Yoon 2009 Learning 
 learn new things, increase knowledge Park & Yoon 2009 Learning 
    
25 to experience a different culture Frochot 2005 Benefit 
 experience different culture Tapachai & Waryszack 
2000 
Epistemic Value 
 experience of different climate Tapachai & Waryszack 
2000 
Epistemic Value 
    
26 A Feeling of romance Duman & Mattila 2003 Novelty 
    
27 Like I had a chance to meet interesting 
people 
Duman & Mattila 2003 Novelty 
    
28 Go to places where friends haven't 
been 
Park & Yoon 2009 Socialization 
    
29 Thinking about good times I've had in 
the past 
Pearce & Lee 2005 Nostalgia 
    
30 Reflecting on past memories Pearce & Lee 2005 Nostalgia 






APPENDIX 3 – Comparison of all data gathered and sample data 
                  All Data   Sample Data 
 




     Male 225 26.8 
 
118 27.4 
Female 577 68.9 
 
312 72.6 
Missing 36 4.3 
   
      Age 
     15-17 46 5.5
 
8 2.2
18-24 37 4.4 
 
27 5.8 
25-34 81 9.7 
 
57 13.8 
35-44 125 14.9 
 
83 19.2 
45-54 210 25.1 
 
125 28.9 
55-65 195 23.3 
 
99 22.9 
Over 65 100 11.9 
 
31 7.1 
Missing 44 5.3 
   
      Occupation 
     Managerial Position 55 6.6 
 
31 7.1 
Clerk 209 24.9 
 
141 32.2 
Worker 189 22.6 
 
119 27.4 
Entrepreneur 52 6.2 
 
24 5.6 
Retired 180 21.5 
 
64 15.1 
Unemployed 13 1.6 
 
6 1.5 
Student 69 8.2 
 
36 8.4 
Other 19 2.3 
 
9 1.9 





     
Education 
     Comprehensive school 168 20.2
 
58 13.6
Vocational school 178 21.2 
 
99 23.5 
Upper secondary school 57 6.8 
 
37 8.6 
Free education 140 16.7 
 
89 19.9 
Polytechnic 95 11.3 
 
60 14 
Academic 136 16.2 
 
86 19.2 
Other 6 0.7 
 
1 0.2 
Missing 58 6.9 






































     Single 156 18.6 
 
74 17.5 
In a relationship 257 30.7 
 
148 34.8 
Married (with family) 380 45.3 
 
208 47.3 
Missing 45 5.4 
   
      Residental Province 
     Southern Finland 199 23.7 
 
105 24.8 
Western Finland 112 13.4 
 
65 14.5 
Eastern Finland 447 53.3 
 
236 54.4 
Oulu 20 2.4 
 
11 2.8 
Lapland 18 2.1 
 
13 2.8 
Missing 42 5 
   





APPENDIX 4 – Comparison of SF-Filmtown’s services between years 2009 and 2010 
  





4.16 3.67  0.49 p<0.001 
Guidance to SF-Filmtown 
 
3.88 3.96 -0.08 p=0.187 
Customer Services by Guides 
 
4.32 3.60  0.72 p<0.001 
Content of guided tour 
 
4.17 4.48 -0.31 p<0.001 
Tour starting times 
 
3.97 4.07 -0.10 p=0.370 
Price level 
 
3.42 3.95 -0.53 p<0.001 
Cleanliness of surroundings 
 
3.98 4.10 -0.12 p=0.008 
Accessibility 
 
3.87 3.99 -0.12 p=0.014 
Parking lots 
 
4.05 3.93  0.12 p=0.017 
General comfort 
 
4.12 4.20 -0.08 p=0.061 
      






APPENDIX 5 – Mean values and standard deviations of motivational push variables 
 
 Push Variable Mean Std. Deviation 
Have fun 4.18 0.805 
Relax 4.09 0.904 
To feel comfort 4.03 0.887 
Get refreshed 3.97 0.916 
I could have a memorable experience 3.97 0.863 
Experience new and different 3.97 0.954 
Doing something I really like 3.80 0.965 
To share my experience with others later on 3.74 0.997 
Experience different culture 3.64 1.026 
To have a "once in a lifetime" experience 3.52 1.120 
To have variety of things to see/do 3.49 1.079 
To meet interesting people 3.48 1.163 
Experience adventure 3.46 1.803 
Be together as a family 3.46 1.231 
Escape everyday life 3.41 1.172 
Do something exciting 3.36 1.055 
Go to places friends haven't been 3.22 1.272 
Feel safety 3.16 1.213 
I could think about good times I've had in the past 2.94 1.322 
I could reflect on past memories 2.85 1.347 
To experience challenging activities 2.88 1.122 
Be physically active 2.83 1.137 
Get physical rest 2.77 1.217 
To cooperate with hosts/company 2.75 1.192 
Feel my privacy is assured 2.75 1.263 
To feel myself important 2.70 1.236 
To have a control over the outcome 2.48 1.177 
To be part of service making process 2.47 1.179 
Visit places family has come from 2.18 1.341 
Have a feeling of romance 2.09 1.275 
   Valid number of respondents N = 507     
 
